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The Surprising Norge 
Dealer Advantages 


1. The famous and exclu- 
sive “everlasting Rol- 
lator’. 

*Pioneered by Norge. 


2. Quick-replaceable, 
one-piece chassis — no 
dealer service burden. 


*Pioneered by Norge. 


3. “Plug-in” installation 
—dealer delivers in origi- 
nal crate. 

*Pioneered by Norge. 


4. Unique 1931 national 
advertising. 


5. Only 3 sizes to carry— 
covering 85% of total 
market. 


*Pioneered by Norge. 


6. 20 clever cabinet 
features. 


7. A better product —at 
prices equal to or under 
leading competitors. 


Write Today for Our 
Dealer Plan 


xclusive 


that won @ 
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EVERLASTING 
ROLLATOR" 

* Norge has been modest in making claims. 

These, however, are among the advantages 

originatedand pioneeredby Norge—whichhave 


revolutionized the electric refrigeration oppor- 
tunity from the Norge dealer’s viewpoint. 


Sto Vl 
vorid wide 


Success 


Electric refrigeration is in 
demand—the big volume is 
beginning. Your own share 
will depend exactly on the 
make of refrigeration you sell 
—whether it is exclusive and 


advanced or merely ordinary.’ 


The Norge is exclusive in 
design—no other is like it— 
it contains features unprece- 
dented—being talked about 
in the trade and among users in 
every civilized country today. 
Asuccess—a very great success 
—a dominant invader in its 
field. Side by side with com- 
petition it is outselling. The 
outstanding reason is the unit 
that cools a Norge—called 
the “everlasting Rollator”— 
just a small roller turning 
slowly in a cylinder in oil. 
Radically simple—assuring 
extraordinary freedom from 
mechanical troubles—many 
years of extra life—and far 
greater efficiency. The Rolla- 
tor strikes a keynote of supe- 
riority which characterizes 
both the beautiful Norge 
cabinets and the Norge 
dealer plan. 


BEFORE YOU BUY SEE 


PRODUCT OF BORG-WARNER CORPORATION 
CORPORATION, 


NORGE 


DETROIT 


NORGE 


ELECTRIC REFRIGERATION 
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re eee mod- 
ern woodworker bores and mortises in 
wood. Look for the reason and you find 
that he uses Greenlee Bits and Chisels. 


In the carpenter, plumbing, electrical and 
similar trades, Greenlee Tools have justi- 
fied their use and have proven their 
supremacy to thousands of users. 


And why not? For years Greenlee Tools 
have faithfully served the woodworker; 
they have done not one job but thousands 
—large and small, fine and rough. 


In boring and mortising service they afford 
cutting edges that make hard work easy. 





Is that 
a7 


Extremely fine construction, along with 
high grade materials that defy wear, are 
further outstanding features. 


A great many hardware stores are now 
demonstrating and selling Greenlee Tools 
and many more will be getting in line in 
the future. They can’t help it. It’s a fore- 
gone conclusion, because userg prefer tools 
marked “Greenlee”, once they have tried 
them. The wide diversity of the line helps, 
too—helps one tool sell another of a dif- 
ferent type. 


Be modern. Sell the line that appeals. 
Write today for your copy of “Tools for 
Carpenter, Electrician and Plumber.” 


DISTRICT SALES OFFICES: 


NEW YORK: 53 Warren St. 
BOSTON: 34-38 Binford St. 
PHILADELPHIA: 1209 Olive St. 


GREENLEE TOOLS 


NASHVILLE: 606 Cotton States Bldg. 
SAN FRANCISCO: Sheldon Bldg. 
LOS ANGELES: 1301 Washington Bldg. 


SEATTLE: L. C. Smith Bldg. 
VANCOUVER: 2808 39th Ave. W. 
MONTREAL: 129 St. Peter St. 
















Greenlee Fool Co., Rockford, 7). 


Tools that 
Stay Sold- 
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INSIDE-COLORED LAMPS 
HAVE TWO SORTS OF 
PROFITS FOR YOU... . 


Two kinds of profit exist in every shipment of Sylvania In- 
side-Colored Lamps—the profit from their sale—and the 


profit from their use. 


Table lamps, decorative art fixtures, sidewall brackets and 
other lighting mediums join to give your store new person- 
ality and added attractiveness when these inside colored lamps 
are used. It sells,other merchandise, too. More people stop 
to look and buy. 


The name of Sylvania is nationally known. National adver- 
tising for several years has made famous “the flashing S, on 
a Green Oak Leaf.” 


And Sylvania Lamps—like Sylvania Radio Tubes—are 
winning buying interest in hundreds of thousands of homes. 


NILCO LAMP WORKS, Inc. 


EMPORIUM PENNSYLVANIA 
Licensed under the General Electric Company’s I Lamp Patents 
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A Twelve Month = 
BOSLEY’S BOMECO 


Spring Bronze 


A Weather Strip 
A Linoleum Binding 





September to March January to January 





Weather Linoleum #7 fas 
Strip Binding . 
Size B—I 4” Size A—¥p”" 








Our Display Stand will work 
for you daily and Sunday all the 


year— 
—When in your Window— 


Ask Your Jobber or Write Us 


OSLEY’ 


Weather Strip 





The Standard for Over 60 Years 
CHICAGO, ILLINOIS 
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On February &th O-Cedar 
goes into American Weekly 
with a full page 4-color 


back cover 





Tus advertisement opens the most 
thorough, consistent, and aggressive 
national advertising campaign in O-Cedar 
History—a campaign to drive demand and | 


volume to your door. 








ee ner This advertisement and those which follow 
ee will do three things: They will sell 0-Cedar 
featured in the Polish Mops. They will point out new fea- 
rcsetacassiiidemend tures of O-Cedar Polish Mops—lint-proof, 


are the ones you 
now have in stock. 


Pa ee will sell O-Cedar Polish. 


solid center, slip-on pad, washable. They 
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The millions of women who already know 
O-Cedar will see this advertisement and 
will respond to it as they have always re- 
sponded to O-Cedar advertising in the past. 


In addition, millions of women will become 


new QO-Cedar users. 


This powerful advertisement, appealing 


for direct sales, in a national publication 


with tremendous pulling power and a cir- 


culation of 6 million, means immediate 


business for O-Cedar dealers. 


It will pay you to check over your stocks 
and see that you are prepared to serve 


O-Cedar customers. 


Remember the date, February &th, 
and tie-in your window, counter,and store 


displays with the advertisement. 


Check over your displays now and make 
certain that you have what you need. If you 
haven’t the proper display material, write 


and tell us what you are lacking. 


Get set to get this business now. We want 


you to profit by our advertising. 


O-Gér Grn 


4501 8. WESTERN AVE., CHICAGO 


& 
This is the first of a series of 


important advertisements on 
the new O-Cedar advertising 
and sales policies for 1931. 
Others will follow. Look 


for them in this publication. 











O-Cedar Spray 


The 20% 
Stronger Insecticide 
With The 
Fragrant Cedar Odor 


One of the greatest vol- 
ume possibilities in your 
entire business. In the In- 
secticide season O-Cedar 
Spray will likewise be 
backed by a similar ad- 
vertising campaign. 

Have you taken advantage 
of the new O-Cedar Spray 
deals for Spring delivery? 
If not, do so now. Ask 
your Jobber Salesman. 
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ee margin for VOSS dealers, ’ 

; An electric washer, backed by the name VOSS, that you can i 

er ce te ae retail profitably for only $59.95! Think what that will mean to 
suds at the the 1931 sales and profits, of those dealers fortunate enough to . 
have the VOSS franchise. & 


The new VOSS is not an untried, cheap washer of an un- 
known manufacturer. VOSS washers are already nationally 
known and have a reputation for quality, long-life and washing 
efficiency, established over a period of 54 years. 


The New VOSS Will Be Advertised Nationally. 

A series of full page and half page advertisements will tell 
the nearly 16,000,000 readers of Ladies’ Home Journal, Good 
Housekeeping and Farmer’s Wife that a full-sized washer, offer- 
ing high-priced, modern features may be had for only $59.95. 
oh et They will be told that the New VOSS... at $59.95... has 
perp oobages a full-sized porcelain tub, the famous Lovell wringer, with large 

two inch rolls, nationally known Westinghouse Motor, all mech- 
anism fully enclosed and running in oil, beauty of line and finish, 
and that the VOSS is the only washer at any price that cleans by 


the hand-washing method. 


The VOSS Dealer Franchise may be open in your territory. Write 
or wire for details. Also ask about the new VOSS Finance Plan, 
whereby time payments may be handled through your local bank. 





The dirt always 
falls to the 
bottom. 


VOSS BROS.MFG.CO. 


DAVENPORT. 1OWA 
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In THE BOSTON LINE 
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There’s a well-known brand for every 


garden hose need. 

You can concentrate alone on the Boston Line 
of Garden Hose and fill every garden hose re- 
quirement in your territory. Every brand in the 
Boston Line has its own special job or purpose. 
And every brand is a leader in its own price 
field. The result is a complete, well-balanced 
line that meets every requirement and makes 
your store Headquarters for Garden Hose. 


Headed by the famous Bull Dog Cord brand, 


the Boston Line of Garden Hose includes these 
7 standard brands:— = 


Moulded Hose. The Bull Dog Cord; Thoro- 
bred; Vigilant and Vixen Brands, Braided cord 
construction with corrugated cover. Built of 
alternate layers of live rubber and _ tightly 
twisted, braided cotton cords, vulcanized into 
one inseparable wall. 


Plied Hose. The Bull Dog 7 ply; Good Luck 
6 ply and Leader, 5 ply brands. Improved 
| sheeting hose made possible by new plied hose 
construction. Smooth moulded cover. Can 
also be furnished in long lengths without 
splices. 


In range of price, quality of materials, character 
of construction, the Boston Line is the most 
complete, reputable and up-to-date line of gar- 
den hose on the American market. Made by the 
largest manufacturers of mechanical rubber 
goods in the world. Write for full information. 


All of this hose except Bull Dog Cord 
will be furnished in red if desired. 
Vigilant and Vixen brands are also 
furnished in green. 
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Only 
EDISON MAZDA LAMP 
AGENTS HAVE 


PRE-TESTED 
WINDOW 
DISPLAYS 


FoR 1931 the Edison Lamp 
Works — and only the 
Edison Lamp Works — offers 
its Agents pre-tested window 
displays which have had their sales 
power tried out and proved in ad- 
vance through actual installation and 
use in the stores of many Agents. 





On all tests, records of results were accu- 
rately kept and carefully compared, and the 
1931 series was selected as the best of 46 

































EDISON 


f MAZDA LAMPS § 





























This first display is included in the 1931 series because it has 
proved itself one of the best of 46 displays which were pre-tested. 
All of the 46 displays were made up by display experts, but 
the buying public selected those which are being used. 


displays which were pre-tested, best not 
alone in appearance or design, not alone 
in the opinions of expert display men, but 
best in proved ability. to produce sales 
under actual sales conditions. 


Ask the salesman of the Edison Jobber 
in your locality about pre-tested window 
displays and the many other powerful sales 
helps available only to Edison MAZDA* 
Lamp Agents. You will be interested in 


what he has to tell you. 


*MAZDA—the mark of a research service. 


EDISON MAZDA LAMPS 


GENERALGS ELECTRIC 
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ALLEN atnounces 


A PARLOR FURNACE 


for Every Purse and Purpose 


a 
- oe 








MODEL 600 MODEL 930 MODEL 921 MODEL 800 MODEL 720 
For Coal or Wood For Coal or Wood For Wood For Natural or Artificial For Coal or Wood 
Gas 
Allen National A isi ‘ , 
llen Nationa dvertising ALLEN—Pioneer builder of heating and cook- 
Celebrates Its Tenth Anniversary 
ing appliances—announces the most complete 


This year marks ALLEN’S 10th National Ad- 
vertising Campaign. Consistent advertising in 
The Saturday Evening Post, The Country Gen- 


line of Parlor Furnaces in America! 


tleman and a large list of leading state and sec- ‘ . 
tional publications insures the ALLEN Dealer Parlor Furnaces for use with any kind of fuel— 
of a dominant position in his territory. Send for 

hard and soft coal; wood, coke, gas, etc. Parlor 


the ALLEN 1931 Advertising Portfolio. 
Furnaces for the greatest variety of types and 


sizes of buildings—a Leader in every price range! 





This progressive manufacturing and sales pro- 
gram enables every ALLEN Dealer to meet the 
heating requirements of every prospect—a tre- 
mendous advantage over competition in 1931. 





Write or wire for Catalog and prices. 


ALLEN PRINCESS RANGES 


The ALLEN 1931 line of Princess Ranges also provides 
a Leader in every price class. Exclusive built-in features. 
Made in the most popular combinations of pastel colors. 
A complete selection of models and finishes in both cast 
iron and copper bearing iron (steel) ranges. It will pay 
Model 98-19 Allen’s Princess Range. Porcelain enamel in you to get the facts before ordering any ranges this year. 


green and ivory, two-tone ivory or gray and white; also . 
plain finish with nickel trimmings and white enameled panels. Catalog and prices sent upon request. 


ALLEN MANUFACTURING COMPANY, Inc. — Nashville, Tennessee 


‘ 
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His Money Will Stay In His Pocket 
Until He’s Convinced of Quality 


The 1931 buyer has learned how to spend 
money —as well as how not to spend it! 
He has had a mighty valuable lesson in 
thrift — not how to hoard — but how to 
make thrifty purchases. He is looking for 
quality. He expects to get and will get “full 
value received”. 


Wide-awake retailers recognize this new type 
of buyer and are making every effort to get 
his business in 1931 by stocking only those lines 
of which they are sure of quality and value. 


The 1931 demand for wire screen cloth will 


Hanover Wire Cloth Co. 


y 


4 


probably be as great as ever — but the 
business will go to those hardware deal- 
ers who have made “dead sure” of qual- 
ity and are ina position to sell their line to 
a pretty shrewd buyer—a‘‘stickler” for quality. 


It’s worth some serious thought. And serious 
thought will lead a good many dealers to 
change to Hanover Wire Screen Cloth in 
1931—a complete line that has been generally 
recognized as a leader in quality for many 
years. Ask your jobber’s salesman orwrite to us 
for the name of your nearest Hanover jobber. 


Y ad ¥ ¥ Hanover, Pa. 


Manager of Sales 
John M. Hart Co., Graybar Bldg., New York City 


WI 











Me 
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YOUR BEST BET for 


Home Bottling Accessory 





New GEAR TOP CAPPER, No. 215. 
Has the popular Slip Gear adjustment 
and handy Spring-Back Pinion. Easy 
to adjust, though rarely necessary. 





CLIMAX Capper, No. 250, the biggest 
value in the low-priced field—largest 
seller in the Everedy line. Two other 
popular peices = rs Mist are the 
Everedy RED (No. 1018S) 
and RED Osh ae (No. 1008). 





EVEREDY STRAINER SET, No. 
300. Wonderful for straining or 
tering Beverages, Jellies, Catsu ~ etc. 
Set consists of heavily nickel 
Strainer bag and filter bag. 





Profits in 1931 
& 


OR years, Everedy has been headquar- 

ters for the most complete and most 
popular line of home bottling accessories 
in America. And now, with indications 
pointing to a big increase in home bottling 
in 1931, Everedy is ready with new and 
improved items. 


Two brand new Gear Top Cappers head 
the list. Nos. 211 and 215. Eachis equipped 
with just the new features many of your 
customers are looking for. No. 211 has the 
popular Slip Gear adjustment and automa- 
tic Spring Handle Lift. No. 215 has the Slip 
Gear adjustment combined with a handy 
Spring-Back Pinion. And, of course, these 
two new cappers have the famous “‘Hold- 
Cap” throat, “Double Seal” feature and 
other structural advantages peculiar to all matic Spring “Hand fete and Slip’ Gest 
Everedy Gear Top Cappers. pacn senoieamd epg e features that many home 

In addition, the famous Everedy DOUBLE 
DUTY Steel Capper has been improved. 
It is now equipped with the “Hold-Cap” 
throat, which combined with other vital 
features, is sure to make it more popular 
than ever. 





These are just starters. Full information 
on the complete Everedy line for 1931 will 
be sent gladly, on request. Progressive 





: EVEREDY SYPHON FILTER, No. 400— 

hardware dealers looking for more profits Floats on surface of liquid and ‘sy hons wie 
. . o t 

this year are urged to write for our new il- _Sf'“meiallie float, filter cloth disc, stretches 


ring and hose guide. Sells itself wherever 


lustrated literature and dealerhelps NOW. displayed. 


Everedy Products Are Soid By Leading Jobbers Ev-rywhere 


THE EVEREDY COMPANY 
FREDERICK - MARYLAND 


Also manufacturers of Everedy SILENT door closers, Everedy Adjustable Screen Door Crille and 
Everedy Sectional Radiator Shiela: 
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e | ; The Bubble Action Vacuum 
' Clothes Washer 









































. b 

= \\ess ee, ie | E 

- . i + % you can make a clean-up with the Cinderella! Small, efficient, rE 

7 = portable, electric—it's just the type of washer every woman Fa 

— G needs, wants, and has use for every day. Washing by an amazing e 
. ‘Bubble Action’’ vacuum principle, the Cinderella has no moving FS 
i - parts to injure the clothes or pull off buttons. ES 

Just plug Cinderella in any Cinderella is a big seller to A big seller to small families, particularly where there is a baby. b 
electric outlet and it does wood meg yh mga Washes 14 diapers in 15 minutes. Or 10 pieces of lingerie, or 5 te 
on sia Roem tea men’s shirts, or 2 single sheets and 2 pillow cases, etc. Absolutely f 





safe for washing the daintiest fabrics. 


Low in price, high in quality. Made of the finest materials. Posi- 
tively rust-proof. Finished inside and outside with heat-resisting 
porcelain enamel. Distributed exclusively through jobbers. Write 
for further details and information on how you can make a $60.00 
profit on a $90.00 investment. The Black & Decker*Mfg. Co., 
Towson, Md., world’s largest manufacturer of portable electric 
tools. 





Cinderella is “just right” Cinderella is useful not : . KC + 
Catala "en eh” nde ie 15) ONO) Orv Ws D) HO) O09 8 
It'sonly 18 inches high and - «tens y* ved bene . 
weighs only 19 pounds. every day. 





















HARDWARE AGE for JANUARY 29, 1931 












Cut Down Their 
Chick Losses, And 
You’ll Make Them 


Better Customers 


Anything extra you can put into the pockets of 
farmers and poultry raisers of your vicinity, will 
naturally make them better buyers. These are 
“thin” months on most farms . . . and months 
when plans for buying new machinery, tools, 

equipment are under way. _ : 


How can you help these cus- ; 

tomers? Vimlite has proved one good method for hun Opal Wire Cloth. It is flexible, durable, easy to cut and 
dreds of dealers. Vimlite, the reinforced poultry glass —_ tack up. It does what ordinary window glass will not do 
which passes 20% more of the sun’s health-giving violet | —permits the sun’s violet rays to enter. 


, is the d i ‘ y 
ne ey Soe Nopiece of Vimlite has ever failedinuse. Dealers and their 


Right now, brooding houses are filled with baby chicks —_ customers have had unfailing satisfaction from this supe- 
...all future money-earners. In two months, the young __ rior product. Remember: Vimlite is the only “glass sub- 
cockerels will be of marketable weight; pullets will be well stitute” which is recommended for use in a horizontal 
established. “Right now” chicks need Vimlite’s summer- _ position. It can be installed permanently and left exposed 





time health. through all seasons without failure. i 
A Large Market For You Thus, you are actually giving purchasers of Vimlite more 

Almost every farm represents a Vimlite sale...for, this _ for their money. A fine line of goods to stock; no trouble, 

remarkable poultry glass has gained a wide reputation. and a good return. You will be interested in the new, 

Many poultry experts, state and government experimen- —_ compact Vimlite counter rack. It is colorful, appealing, 










and makes it easy to servé customers right from 
the display. Don’t neglect this season’s Vimlite 
opportunity. Order through your jobber. 


tal farms have urged its usage. Vimlite national 
advertising has carried the message repeatedly into 
some four million fine farms. 















Vimlite is a glass-like material—made of cellulose 


Mail the Coupon Today! 
acetate—which is reinforced with the well-known 


Vimlite is packed in rolls 100 feet and 50 feet long 
—36 inches wide. Complete consumer material — 
folders, instructions, display, etc.—with each order. 
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NEW YORK WIRE CLOTH COMPANY 
342 Madison Avenue New York, N. Y. 


| NEW YORK WIRE CLOTH CO. | 
| 342 Madison Ave., New York, N. Y. | 
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| Send me Vimlite Price List, Dealer’s Sample and 
details about FREE Display Rack. 







Order this beautiful FREE Display Rack Now. —— x-ss7 B12 | Stteet------~--~-----------------n neon nnn 
Your jobber’s salesman has details ‘ j 


So SR RS Ee SE ae ee ae Sn a ee 
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VIKO Package No. 19 


Quantity 


Description 
1-QT. HANDY PANS 
6-Qt. Convex Kettles 
8-Qt. Convex Kettle 
10-Qt. Convex Kettle 
2-Qt. Convex Sauce Pans 
3-Qt. Convex Sauce Pans 
2-Qt. Lipped Sauce Pans 
3-Qt. Lipped Sauce Pans 
2-Qt. Pudding Pan 
3-Qt. Pudding Pan 
144-Qt. Percolators 
2-Qt. Percolator 
2-Qt. Percolator (curved spout) 
1144-Qt. Double Boiler 
2-Qt. Double Boiler 
5-Qt. Tea Kettle 
174%4-In. Oval Roaster 
10-In. Fry Pan 
3-Qt. French Fryer 
103%x14'4 In. Bake & Roast Pan 
7144x114 In. Biscuit Pans 
514x9% In. Bread Pans 
6-Cup Muffin Pans 
104%-In. Angel Cake Pan 
9-In. Deep Square Cake Pan 
10-In. Pie Plates 
914-In. Layer Cake Pans 
7%-In. Colander 


Shipping Wt., 98 lbs. 




















Order VIKO Package No. 19 
Price to Dealer $29.95 
(F. 0. B. Manitowoc) 

Includes window displays and merchandising labels 
for energetic, resultful selling 


TO RETAIL FOR 


a) 
( < 
| i each 


- « - "way below half price! 





Here’s just the proposition that the times de- 
mand—a quick, full profit, plus a plan that 
builds profitable repeat business. 


IKO’S 1931 Presentation offers 3 Dozen regular 

1-Qt. VIKO pans to sell for only 19c each (’way 
below half price). Give your customers this pure, hard, 
heavy VIKO quality in their handiest pans and you'll 
get them back,‘for More of this BETTER aluminum. 
That’s the idea! 


To supply the demand for other utensils in this guaranteed 
line, a carefully chosen selection of VIKO utensils, costing 
you less than $30.00, is provided. Not more than two of any 
item and only the most popular, fastest-selling utensils. 


Quick, Fuuy Prorits and a real worth-while repeat busi- 
ness await those who take advantage of this sound plan. 


AtuminuM Goops MANUFACTURING CompPpaANy, Manitowoc, Wis. 





















ORDER From Your J OBBER 
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Good Housekeeping 









d and Approveg 
SERIALNO. 0000 





G. © i e <% 
«yy i Institut opt, 
OUSEKEEPING MAY 














Sales are kept up these days only by 
applying every extra ounce of selling 
power you can. Especially power that 
attracts and sells more of the substantial 
type of customer whose buying power is 
unaffected. Ordinary methods ana ordi- 
nary merchandise will not do. 


This is the reason why last year alone 
nearly 10,000 retailers (9583 to be exact) 
made feature displays or staged special 
selling events of merchandise guaranteed 
or tested and approved by Good House- 
keeping. For Good Housekeeping’s guar- 
anty and Seal of Approval have the 
extra selling power you need today— 
the power to attract substantial custom- 
ers and convince them that you give 
them their moneys worth. 


For 25 years this Seal of Approval has 
meant tested and approved quality— 


GOOD 
HOUSEKEEPING 


Trade Service Dept. 


Use 


the EXTRA Selling Power 
This SEAL gives you 


satisfaction. Only household utensils, 
devices and equipment which survive the 
rigid laboratory tests of Good House- 
keeping Institute have this Seal—tests 
so exacting 30% fail to pass. Naturally, 
your selling efforts are more effective 
when you can tell customers: “This is 
tested and approved by Good House- 
keeping Institute”, instead of merely, “this 
is a good product.” 


You can easily prove to yourself, as thou- 
sands of retailers already have, that this 
helps sales. Simply check your stock, 
learn what tested and approved items 
you carry. Then make a special feature 
of them in your windows, on your counters 
and in your advertising. It is ready-to-use 
extra selling power that costs you nothing. 
Return the coupon for the colorful poster il- 
lustrated above and make the tie-up direct. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York, N. Y. 


Please send list of currently advertised guaranteed mer- 
chandise and free selling posters as checked. 


(_] Window Size [J Counter Size 
I II. 5. 3.95 avdissionsd hannah buwaslponacumcbuudesnseasseensexon 


A ae ao Ee dit as ERR wert 


City & State........ 
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his Expert Cook Says- 

















After you've tried a Kitchenkook 
other stoves just wont do- 


And expert hardware dealers say, “After you've 
sold a few Kitchenkooks, other stoves just won't 


sell,”’ 


Kitchenkook gives finer performance at lower cost 
than most people expect from any stove. 


When a person buys something and gets just what 
he expects, he says nothing. 
Becomes neither a knocker nor a 


Takes it as a matter 
of course. 
booster. 


When he buys something which greatly exceeds his 


expectations, he tells the world about it. Becomes 
a booster. 


Kitchenkook brings to the rural home the equivalent 
of city gas service at a fuel cost of only about a 
dollar and a half a month. 


That's better than most people expect. That's why 
Kitchenkook users tell the world about their won- 
derful stoves. 


That’s why, after you've sold a few Kitchenkooks, 
other stoves just won't sell. 


“There's gold in them thar Kitchenkooks.”” Give 


our salesman a heating when he comes. 


AMERICAN GAS MACHINE COMPANY, Jac. 


ALBERT LEA, MINN. 


NEW YORK 


OAKLAND 


:K ITCH ENKOOK 


Economical Gas Service - for Every Home 
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( Trade mark KLEANBORE on every shell ) 


SHOT SHEIN 


Protect the Inside of the Barrel from Rust, Corrosion, Pitting 
and Leading, and Give Better Patterns 


What a line to sell! Here are all the outstanding advantages, so 
well-known to sportsmen everywhere, of Kleanbore Metallic Car- 
tridges in Kleanbore Shot Shells, headed by the famous Nitro 
Express —the smashing, extra long range loads that hit harder and 
reach farther. New simplified Game Loads will reduce your inven- 
tory and increase your profits. Arrow Express—the best that money 
can buy. Shur Shot Shells—winners at a moderate price. 

A nation wide advertising campaign using full pages in color 
will tell your customers about Kleanbore—the biggest improve- 
ment in shot shells this generation has seen. 

Place your orders now with your jobber for the distinctive green 
shell in the attractive green box. 


REMINGTON ARMS CO., Inc. 


Originators of Kleanbore Ammunition os . — 
25 Broadway New York City 126A. KizansoRe 6 cn 


The Greatest Value Ever Offered— ZY.” 
The Remington Standard EXTRA 
American Dollar Pocket Knife LONG 
RANGE ¢ 
‘Reminglon me» letproof 


NITRO EXPRESS 


Printed in U.S.A. 





Remington, GAME Loads 


Wetproot 


Remington, 
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REMINGTO? 
UMC / 


TO DEALERS: We guarantee 
that the Remington products you sell are superior tof 
any competing brand. Remington always originates im-f 
provements. Others follow but have never equaled} 
Remington quality. | 


Remington originated and perfected Kleanbore priming 
and none of the attempts to imitate it has been successful. 
More Kleanbore .22’s are sold than all other makes combined. 


Remington’s world wide organization with unlimited fa- 
cilities include the research developments of the greatest } 
ballistic experts and explosives chemists of this country 
and Europe. 


Early last year Remington originated, perfected and in- 
troduced the Hi-Speed .22 and: was the first to place this 
cartridge in the high velocity class giving it increased | 
accuracy and more power than ever before. It was adver- | 
tised at that time. Now Remington announces Hi-Speed 
.22’s—Short, Long, Long Rifle and W. R. F. (Remington 





/ 








Special) sizes—in regular and hol- 
low point—in the stronger brass 
cases with the exclusive SILVADRY 
(ungreased) or lead greased bullets. 
Whether your customers prefer 
dry or greased bullets, you can sell 
them Kleanbore Hi-Speeds — the 
.22’s that will sweep the market— 
the most accurate cartridges ever 
produced. 


Make all your ammunition Klean- 
bore, including the new shot shells 
that are incomparably superior to 
all other makes. Do not invest your 
money in slow moving stock. 


BE THE MOST SUCCESSFUL 
AMMUNITION DEALER 
IN YOUR COMMUNITY. 


©1981 R. A. Co. 





Serer 





SILVADRY 


THE NEW KLEANBORE 

HI-SPEED.22.THE ONLY 

BRASS CASE RIM FIRE 
~ CARTRIDGE 


GREATER RANGE, MORE POWER 
HIGHER VELOCITY 
SUPERIOR ACCURACY 











Kleanbore cartridges are more accu- 
rate. They positively protect the bore 
ot rifles, pistols, and revolvers from 
rust, corrosion, pitting and leading. 
REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway New York City 
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MANUFACTURER’S 
WARRANTY 


“Guaranteed exactly like testea 
sample’ 

The Performance of Harder 

Refrigerators is proved in 

official laboratory tests. All 


statements of performance are 


; erates ayees on facts. — " ‘ Ly, 
a the 1931 refrigerators wi . 
; carry the Manufacturer’s War- fy ‘b / 
} ranty “Guaranteed exactly like has ult £ l$ ali Cl 





tested sample’—a powerful 
selling force and authoritative 


evidence to your customers 
that this refrigerator will 
“maintain proper temperatures . 
for the safe protection of food 
in the home as recommended 


by the U. S. Bureau of Home 
Economics.” 


The 1931 KLEEN-KOLD line 
typifies all that is most modern and 
desirable in refrigeration. It com- 
bines unusual charm of appearance 
with integrity of construction and 
insulation—quality that goes all the 


way through. 


HARDER KLEEN-KOLD te- 
_ frigerators have that tailored smart- 
ness of line and finish, that exacting 
craftsmanship attention to every de- 


tail so appealing to most discrim- 





inating home-makers. 


But of far greater practical im- 
portance, proved again and again in 
official laboratory tests, is the 
HARDER KLEEN-KOLD ability to 
maintain temperature and air condi- 
tions ideal for best and longest 


preservation of foods. 


You, too, can enjoy the competitive 
advantages of the HARDER 
KLEEN-KOLD. 





Illustrating the Supreme Steel 
Grade B Refrigerator No. 852. 
Steel Frame, Porcelain Pro- 
vision Chamber Bottoms, 


62.2 HARDER BERIGERATOR 
COBLESKILL, NEW YORK 
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Here is “TNT” ammunition for any pro- 
gressive pump dealer—one Myers retail 
dealer with the assistance of but one helper 
sold and installed nearly 150 Myers Self- 
Oiling Power Pumps and Water Systems 
during 1930. 
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Some dealer—yes, sir—a live one—we 
admit. Taking advantage of the breaks 
and cashing in on the tempestuous times, 
while many another was resting on his 
oars waiting for business, he was out get- 
ting it. 


\ 
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There is a powerful object lesson in this 
true story — Myers Self-Oiling Power 
Pumps and Water Systems pave the way 


Sn 








to business. They open the door to bigger, 
year through, profits and, whether the 
_ going is rough or smooth, business is there 
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for those who go after it. 
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Let us have your request for catalog and 





information. 
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When Cash Registers 
Got Lazy 


this health story increased sales 
It will bring you profits, right now 





Sunkist Jr. 


Electric 
Extractor 


List price 


$14.95 


NE of the most amazing 

stories of success dur- 
ing 1930 is that of Sunkist 
oranges and lemons. If you 
featured Sunkist Juniors at 
Christmas you know what 
the greatly increased health 
demand for orange juice did 
to its sales. 


Doctors, dentists and the 
greatest advertising cam- 
paign in Sunkist history are 
right now telling to the 
public the story of a new sci- 
entific health discovery about 
orange and lemon juice. The 
steadily growing consump- 
tion of oranges per home 
creates for you an oppor- 
tunity to get plus business... 
if you push Sunkist Juniors. 


One enterprising store ar- 
ranged an attractive display 
of Sunkist Jrs. In a setting 
of hundreds of golden Sun- 
kist oranges and beautifully 
lithographed Sunkist display 





“50 
free with each Sunkist Jr.” 


cards, Sunkist oranges 
was offered. It earned profits 
that could not otherwise have 


been obtained. 


Sunkist Jrs. create 
good will 


The California Fruit Growers 
Exchange is a co-operative 
grower organization interested 
in maintaining quality stand- 
ards for Sunkist fruit and the 
most economical marketing of 
crops. Because we sponsor 
Sunkist Jr., you and your 
customers get greater value. 
Sunkist Jr. is sturdily built, 
the only way that will enable 
a device of this kind to stand 
up for years and continue to 
create.good will for you and 
for us. 

If you want your cash reg- 
ister stimulated, mail the cou- 
pon and we will help you get 
started. 


unkist Jr. 


Fruit Juice Extractor 


i CALIFORNIA FRUIT GROWERS EXCHANGE, Div. Z Jr.-11 I 
i Department of Fresh Fruit Drinks I 
4 900 North Franklin Street, Chicago, Illinois. ; 
| We would like to tie up with the Sunkist health campaign and 1 
1! make profits selling Sunkist Jrs. Please send your proposition. : 
1 
1 Company... i 
\ t 
i. ben ' 
1 t 
; Add eSS.eceocssee : 
ity. i] 
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The First 
Man toSell 
—You! 


Back in one of my first 
sales notebooks I find the name 
of Henry Holmes. Henry was 
one of the best salesmen I ever 
met and he told me his secret 
of selling. Here’s what Henry 
said—“Well, I just figure the 
first man I’ve ever got to sell is 
me. And after I get through 
selling myself it’s no trouble to 
repeat the selling with someone 
else.” 

Try that 
Take this line of good tools. 
Sell yourself on using really 
good tools. Take one of these 
Atkins Saws. Find out what it 
is made of and how it is made. 
Then find out how it can be 
used. Figure how much muscle 


one on yourself, 


and time a man can save by 
how much 
does—easier. 


using it. Figure 
better 


Figure how 


work it 
much longer it 
lasts. 

Before long you will find 
yourself wanting one of these 
beautiful, useful, quick-cutting. 
“super” saws—you'll know “Sil- 
ver Steel” means not only qual- 
ity but added value and added 
service. You'll wonder why any 
other kind of saw is sold. And 





you'll find yourself selling them 
pleasantly and easily—and get- 
ting real enjoyment out of help- 
ing your friends, the customers, 
to get the most out of sawing. 
I’m going to try and tell you 


how and why these 


quality 


about 
Atkins 


made to give bigger values in 


products are 


service, but to really sell your- 
self you will have to talk to 
some other people. I guarantee 
that if you will give yourself a 
really good selling on Atkins 
products and find out why you 
should buy and use them your- 
self, you will be a better sales- 
man. And you'll find the real 
joy and pleasure and profit of 
selling if you take the time to 
sell your hardest customer first 
-yourself. 


L§ 


WHERE DOES A SALE BEGIN? 


sce a saw sale for instance—where does it begin? You have to put 
yourself in the customer’s shoes to tell that. You figure you need a sau, 


and naturally take steps to buy a good 


one, the one best suited for your needs. 


All this, plus what it means to YOU will be told by Sam Sayles NEXT week. 


It is a real story, and will pay you to 





look for it. 







No. 33 
Ship Pattern 





Tus saw appeals to high- 
class mechanics for general 
carpentry work and is the most 
popular-saw on the market to- 
day. The blade is of genuine 
SILVER STEEL, taper ground. 
It is given the Atkins Exclu- 
sive Damaskeen Finish. It has 
a skew back and it fitted with 
the ATKINS PERFECTION 
HANDLE, made of applewood, 
embossed and polished. Atkins 
Perfection Handle prevents 
wrist strain. Made in both 
regular and ship patterns. 


No. 53 comes in 18, 20, 22, 
24 and 26 inch lengths. 


To you and your customers 
the Atkins name means qual- 
ity and is backed by Atkins’ 
reputation as manufacturers 
of quality saws. Do not hesi- 
tate to show Atkins SILVER 
STEEL Saws. 


There is a best in everything 


and in Saws—it’s ATKINS. 


How about asking for your 
copy of “The Atkins Saw 
Book”? Thousands of good 
customers are paying 10c. a 
copy for it. We will send you 
one FREE. 
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CONOMIC changes are controlled, to a large 
extent, by the law of averages. Thus we have 
the cyclical swings which alternately carry 
business volume above and then below the so- 

called “normal” line. 

When a period of inflation of demand has built 
up a consumption-production surplus, or excess over 
normal, it requires a period of sub-normal activity to 
strike the average. That is why time is the great healer 
of depression ills» 

Normal activity in business and industry cannot be 
resumed, after a depression drop, until the track has 
been cleared of surpluses. These are not necessarily 
physical, and, indeed, the problem of huge physical in- 
ventories at manufacturing plants has not characterized 
this depression. Much of the surplus this time has 
been in the hands of the consumer, not the manufac- 
turer. And a good part-of it has been in the more or 
less intangible form of consumer credit. Security com- 
mitments, on margin, and purchases on instalment are 
still being paid for. 

Time, working through some 18 months of sub- 
normal buying, has been steadily clearing away the con- 
sumption surplus built up during the recent inflation 
period. How far this process has gone is indicated by 
the statistical study presented in the article which fol- 
lows. 

The author assumes, in computing excesses in 1929 
and deficiencies in 1930, that the four and one-half 
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of Depression IIIs 
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years from the middle of 1924 to the end of 1928 con- 
stituted a period of normal production. On this basis, 
and within the scope of his statistical survey, American 
business appears to have reached an advanced stage 
in the depression cycle. 

International maladjustments, such as the uneven 
distribution of monetary gold, the low price of silver, 
Russian dumping and overproduction of certain raw 
products, are not covefed by the analysis, but their im- 
portance, in view of the depression psychosis, has 
doubtless been exaggerated. Complete economic bal- 
ance never obtains even in a single country, and busi- 
ness betterment need not await ‘the correction of all 
existing economic troubles. 

Certainly the readjustments that have taken place 
in this country are of impressive magnitude. As has 
been well said in the January Bulletin of the National 
City Bank of New York, 1930 was a year of debt pay- 
ing, when a large part of our income was absorbed in 
liquidating obligations incurred during the period of 
free spending. “Of Stock Exchange credit alone the 
American people have paid off upward of $6,500,000,- 
000 since the 1929 peak, to say nothing of the liquida- 
tion of instalment credit and other forms of indebted- 
ness.” 

Time has truly done heroic work of American busi- 
ness. Confidence, repeatedly repressed by false starts 
and unfulfilled prophecies, is again rising. Enterprise, 
no longer awaiting recovery “just around the corner,” 
is making the most of present opportunities. 
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McKinney Policies 
There is a decided trend 
among progressive whole- 
salers and retailers to 
study a manufacturer's 
policy as well as his 
product. McKinney 
welcomes such in- 
quiries. If is the 
modern way of 
doing business. 
McKinney poli- 
cles are so 
clear-cut that 
they can be pre- 
sented in black 
and white in this 
small space. First, 
McKinney _ products 
are not sold to chain- 
stores or mail-order 
houses. Second, develop- 
ment work is concentrated 
on the perfection of spe- 
cialties that will remove the 
legitimate hardware trade 
from profitless competition. 


VP hehe ny Le 


President 


Buy 
from your 


Jobber 


thi tiie ing his lock de- 

DT cpatienenr ancl seding pity escs om 

HARDWARE 
for Builders 


Take a good grip 
on the old boot straps 





It has been said a thousand times that 1931 offers tre- 
mendous opportunities. And nobody will deny it. 
But to turn those opportunities into results requires 

a new type of thinking—and more of it. Every 
hardware merchant who is riding right out ahead 

of conditions has done so by giving his own boot 
straps a good tug. He is adapting his business 

to the demands of today. And there is one 


McKinney Builders’ Locks and Trim... . 
There never was a builders’ hardware 
product so opportune as McKinney Locks. 
Today when contractors respond quickly 
to additional value McKinney Locks offer 
a new simplified application which reduces 
application costs tremendously. Today when 
architects and owners want more value for the 
same money the unique design of McKinney 
Locks offers trim that catches the eye and opens 
the pocketbook. And, most important of all, today 
when thé builders’ hardware merchant must find a 
way to increase turnover, McKinney Locks solve the 
problem immediately and positively by a flexible de- 
sign which reduces a merchant’s lock stock two-thirds. 
If you have not seized this opportunity as yet to get in 
tune with the times, send for the facts immediately. . . 
McKinney Manufacturing Company, Pittsburgh, 
Pennsylvania. 





HINGES 

GARAGE HARDWARE 
FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 
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A Truce in Radio Obsolescence 
By Lewis M. Clement 


Assistant to Manager, Radio Department, Westinghouse Electric G Mfg. Co. 


APID obsolescence of units in a suc- 

cession of radio sets to come upon 
the market has been exceedingly costly 
to both producers and distributors. It 
has upset, with its consequent uncertain- 
ties, merchandising schemes down to and 
especially including those of radio retail- 
ers. Because of the importance of retail- 
ers knowing more about the outlook for 
a continuance of the costly obsolescence 
rate, the following article by a leading 
radio technician is presented. 

THE Ep;Tor. 


ROM the point of view of the 
K radio engineer, there seems 
; little likelihood that the mer- 
chandise situation on radio sets 
will be disturbed for some years 
to come by any important tech- 
nical innovations or improvements. 
There will be some further refine- 
ments in certain respects, and, of 
course, manufacturers will con- 
tinue to bring out new ‘styles in 
radio cabinets from time to time. 
But in the essential respects of 
sensitivity, selectivity and fidelity 
of reproduction, the radio receiving 
set has now been developed to the 
stage where it meets all reasonable 
requirements. It can be compared 
to the automobile of, say 1925. 
Since 1925 there have been changes 
in automobile body styles and some 
new and more or less ornamental 
gadgets have been added. But in 
the matter of actual performance, 
the automobile of 1925 was just 
about as effective as the 
automobile of today. 

As a result of improve- 
ments it is now possible to 
build radio sets that will 
give all the sensitivity, 
selectivity and volume that 
may be required, together 
with good _ reproduction: 
Looking to the future, it is 
possible that we shall see 
during the next few years 
better remote contro] and 
increased fidelity in repro- 
duction. But these im- 
provements will be in the 
nature of refinements 
rather than radical 
changes. Every good man- 
ufacturer strives con- 





stantly to improve the quality of 
his merchandise, and the good 
radio manufacturer will follow this 
wise policy. But the dealer need 
no longer fear that the radio set 
he buys today or tomorrow will be 
quickly outmoded. No_ radical 
changes are in sight, or even con- 
ceivable. All that a radio set can 
conceivably do is to provide suf- 
ficient sensitivity to receive the de- 
sired distant station, sufficient 
selectivity to enable to receive the 
desirable station through interfer- 
ance, sufficient volume to meet the 
requirements ot the home, and suf- 
ficiently good reproduction to suit 
the critical and non-critical buyer. 


Healthy Change Taking Place 


It is easy, of course, for a manu- 
facturer to bring out a set with 
some new, non-essential doodad, 
and ballyhoo it as a revolutionary 
innovation. This has been done 
before and will, no doubt, be done 
again. But it is hardly ethical, 
and it is certainly misleading. 
Five years from now a good radio 
set bought today will give quite 
satisfactory performance. And it 
is important for the stability of the 
business that the dealer keep this 
fact in mind and not lend himself 
to misleading sales ballyhoo, which 
may be temporarily productive but 
which must eventually react un- 





~ 


(AS TOLD TO W. D. DARBY) 


favorably both on his own trade 
and on the trade in general. 

In this connection I would like 
to say that while the stability of 
the radio business may have been 
disturbed from time to time by the 
introduttion of important technical 
improvements in receiving sets, it 
has been disturbed still more by 
unsound merchandising policies.’ 
To some extent these policies were 
perhaps inevitable growing pains 
of a new and rapidly developing 
industry. We had _ irresponsible 
manufacturers jumping into the 
business and turning out sets that 
would not stand up in use. We had 
manufacturers in the scramble for 
sales volume selling certain types 
of sets probably under actual cost 
of production. Even substantial 
and reliable manufacturers allowed 
their designs and production to be 
controlled more by the require- 
ments of their sales departments 
than by the requirements of their 
technical experts. 

But a healthy change has been 
taking place. Manufacturers are 
realizing that the success of their 
product in the long run depends 
upon the satisfaction that it gives 
to the ultimate consumer. They 
are realizing that in order to pro- 
duce radio sets that will be reliable 
and give the greatest possible sat- 
isfaction to the user, the factory 
should not be allowed to 
turn out sets without 
supervision by the engi- 
neering department. As a 
result the sets sold by the 
best manufacturers today 
are made in accordance 
with strict engineering re- 
quirements. They can be 
relied upon for satisfacto_y 
performance, it they «re 
properly installed. 

Proper installation is ex- 
tremely important from 
the dealer’s point of view, 
and a lot of his troubles 
are caused by neglect of it. 
We have found that at 
least 90% of service calls 
are due to poor installation. 
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[ ore a coffee pot gets 
only casual attention in 
the home. That has al- 

ways been true in our home until 

I visited a factory a few weeks ago 

and saw what goes into the making 

of this simple piece of equipment. 

Since then it has been a thing of 

wonder to me, along with all the 

other pieces of enameled ware we 
own. 


To begin with, the enamel is real- 
ly a glass baked onto a steel foun- 
dation. It is important to know this 
for it explains most of the things 
which happen to our equipment to 
make it wear out, and it also gives 
a basis for picking out utensils of 
this type. 

I wish I might tell you in detail 
how these enameled kitchen uten- 
sils are mad¢, but when I tell vou 
that it takes fifty-five separate 
operations to make a coffee pot, you 
will realize that it would be impos- 
sible to follow even one utensil 
straight through the factory. 


If you have two pans of the same 
shape but just enough different in 
size so that you can set one inside 
of the other, you can get a fair idea 
of the first shaping of your en- 


May I 


Introduce Your 


Coffee Pot? 


By BESS M. ROWE 
in The Farmer’s Wife 


ameled utensil — basins, roasters, 
double boilers, or what have you. 
Put a sheet of paper over the larg- 
er basin and crowd the smaller one 
into it, and you have a good demon- 
stration of the way this first shap- 
ing is done—only the machines that 
do it reach from floor to high ceil- 
ing and work under tremendous 
pressure. 


This first shaping leaves the steel 
full of wrinkles, just as the sheet of 
paper is wrinkled by pressing it be- 
tween your two basins, and it must 
next be “de-wrinkled” by putting it 
over blocks of the same shape and 
twirling it, faster than the eye can 
see, with a steel wheel pressed 
tightly against it. Next the utensil 
is trimmed and the edges rolled un- 
der. Meanwhile, in another part of 
the factory, the little ears and han- 
dles and other parts have been 
stamped out and must now be 
welded on, usually by electricity. 


The shaped utensil is now ready 
for its first “baking.” Sprayed with 
acid it goes into an oven heated to 
1000 deg., many times hotter than 
the baking oven of your range. 
When it comes out it is covered with 
blackish scales which readily flake 


A few pointers on enameled ware which every 
retail hardware salesman should know 


off, but the stress and strain of 
shaping has been evened up and the 
metal has been so changed that it 
will act to heat about the same as 
its enamel coating and so insure 
you against undue cracking of the 
enamel when the utensil is used. 


But your coffee pot is not only 
baked, it must also be “pickled” for 
fifteen to forty-five minutes in an 
acid bath, to remove these scales 
and prepare it for the enamel coats. 


During these processes the uten- 
sil has been dented and it now has 
to be “de-dented,” just as it was 
“‘de-wrinkled” earlier in the proc- 
ess. Wooden punches, to fit every 
possible groove and crevice, are 
found in the “de-denting” depart- 
ment and skilled operators take each 
piece and in the wink of an eye 
straighten out every imperfection 
in shape. 


Meanwhile sand and silica, borax 
and soda, and all the other ingre- 
dients which go to make a hard and 
glossy enamel have been brought 
together and mixed according to 
careful “recipes,” much as you and 
I would mix a cake and it is just as 
important that they be measured 
carefully and mixed and baked cor- 
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rectly as it is for us in our cake 
making. Otherwise the enamel will 
crack, or be dull, or be eaten by 
acids. 


Before the enamel is applied it is 
baked for about three hours, run 
into water, which cools it and 
breaks it up into small pieces, and 
then ground until it is as fine as 
flour. The ground enamel powder is 
mixed with liquids in large vats. 
When I saw these vats, I could 
think of nothing but a thick soup 
—dark blue, or deep ivory, or 
green, or white, as the case might 
be. 


Sometimes the liquid enamel is 
sprayed on to the utensil, some- 
times the utensil is dipped into the 
vat. It takes great skill to do it 
just right and no two pieces are 
dipped the same way. The worker 
picks up the piece in great tongs, 
dips it into the vat, gives it a few 
twirls to spread the enamel evenly, 
puts the piece on the dryer, ‘and 
picks up another—all with two or 
three motions and just as fast as 
the hand can move. Each kind of 
a utensil is handled in its own way 
—it takes an entirely different mo- 
tion to coat the cover of a coffee 
pot than it does to coat the cover 
of a percolator; a double boiler has 
still a different twirl, and a roaster 
one all its own. The coat of enamel 
must be spread perfectly even or 
the utensil will have to rank as a 
“second” and be sold at a lower 
price. 


The first coat is always a dark 
blue, for that seems to stick to the 
steel a little better than the other 
colors. The other coats are put on 
top of this. Each coat must be 


A 


Written during November by the 
president of a well-known hand tool 
manufacturing company as a message 
to the members of his sales staff, the 
following is of general interest: 

“During the panic period we have 
been going through, the real name for 
which, of course, is nothing more or 
less than “fear,” our policy has been 
(having confidence in your ability as 
real salesmen) not to nag—not to cry 
—not to embarrass, but to encour- 
age. In other words: ‘WATCHFUL 
WAITING.’ 

“Ninety per cent of all our troubles 
—yours, mine and every business 


baked on in an oven at 1400 to 
1800 deg. Fahr. The oven must be 
watched more carefully than we 
can possibly watch any oven at 
home; just a few seconds’ too long 
baking will cause a lot of damage. 
The utensils go into the oven on a 
long rack and each piece is set on 
the top of three spikes. Perhaps 
you can see where the piece rested 
if you look at the bottom of your 
double boiler or an enameled pan. 


When the rack is removed it is a 
beautiful sight. Each utensil! is 
heated to a lovely cherry red, which 
lasts only a minute or two and then 
gradually fades to the ivory or 
green or blue or white of the fin- 
ished piece. If a second or third 
coat is to be put on it is done in the 
same way as the first—coated in- 
side and out and then the edge 
coated by brushing on the enamel 
with the hand. If this edge varies 
in width or fails to join perfectly 
the inside and the outside, the uten- 
sil is classed as a “second.” Good 
enameled ware has three coats and 
of course will give better service 
than a ware with only two coats. 


Sometimes you can get enameled 
ware at a very low price, but it 
isn’t always a good investment, for 
you will find little “blistered” spots 
on it which will soon chip off and 
leave the base metal exposed. 


Since enameled ware is really 
glass baked on a steel base, it has 


to be treated a good deal like glass 


if you want it to last in proportion 
to what you have paid for it. This 
is also the reason that you have to 
take some special care of it. If you 
put an enameled pan on the top of 
the stove dry, let it get hot, and 


then add water, the glass coating 
breaks just as any other glass 
would break, and you have a 
chipped spot on your dish. 


This is another point which I 
learned from the factory: More 
enameled ware is ruined in boiling 
potatoes and dumplings—even meat 
—than in almost any other way. 
Here is how it happens: You put 
on the potatoes or dumplings and 
let the kettle stand until they are 
done. You haven’t let the kettle 
boil dry, and yet you begin to find 
little chipped spots in the. kettle. 


If you occasionally stir the con- 
tents of the kettle you will not have 
this trouble. But most of us leave 
the potatoes, or other cooking food, 
in the same spots in the kettle all 
the time they are cooking. Where 
each piece of food touches the bot- 
tom of the kettle there is a tiny 
spot that the water does not reach 
easily and these little spots become 
overheated and eventually chip off. 


When I go to pick out my next 
coffee pot or percolator or double 
boiler or steamer I’ll know better 
what to look for. I will want to 
make sure that it has no suggestion 
of “blisters”; I will look for a hard, 
glossy finish; I will look for one 
with a standard brand name so that 
I will be sure a reputable manufac- 
turer is behind it; when I get it 
home I will see that it doesn’t get 
overheated in spots, for I know now 
that the coating is glass and must 
be treated as such. And always I 
will treat it with more respect for 
I know what time and effort, what 
hard work arfd clever thinking have 
gone to make it what it is. 


Message to Salesmen 


man’s—is, has been and will be, until 
it is corrected, a condition of the 
mind. 

“Are we going to snap out of this? 
Is the American business man going 
to continue to lie down and need a 
‘wet nurse’? 

“The U. S. A. isn’t dead. There is 
just as much money here as there 
ever was and more than in any other 
country. 

“We haven’t a man that cannot go 
out and fight and smile and take or- 
ders now, today, tomorrow and every 
day. 


“Smith can do this and has done 
it. The writer has been able to do 
the same thing when it was possible 
to get out. And you must do like- 
wise. 

“Last month, October, was one of 
our best months in the entire year. 
Now we refuse to ‘watchful wait’ any 
longer. It’s time to fight. It’s time 
you did the same thing and go out 
and get real orders. 

“No matter what any man tells 
you, this can be accomplished; but 
the question is: (in plain English) 
Have you got the guts to go out and 
do it?” 
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“Wipe Off the Windshield!” 


The tires are in good shape and full of air. The 

gas tank is full. The pistons aren’t clogged with 
carbon. The engine is well oiled and runs smoothly 
with that steady hum which is indicative of reserve 
power and acceleration. 


[om business machine is just as good as ever. 


But the windshield is dirty and speckled. The busi- 
ness machine has just come through a storm. There 
were bad roads, chuck holes, sharp turns, detours, much 
shifting of gears. Dirt, muddy water and dust spat- 
tered the windshield. j 


With menacing clouds still hovering, the business 
machine comes out of the storm on to a stretch of hard, 
solid pavement. Now is the time to wipe off the wind- 
shield, shift from low through intermediate to high, 
and put full speed ahead to outdistance the threatening 
storm clouds of gloom that are still racing overhead. 


Is business going to start ahead with a dirty wind- 
shield that makes it difficult to cut corners that mean 
economies in production and distribution? Will dirty 
windshields prevent drivers from seeing clearly the road 
ahead and taking advantage of the curves, the steep 
grades and the long straight stretches? Will dirty 
windshields make the drivers slow down in order to see 
highway markers and follow the most advantageous 
routes? 


If the business machine is in working order why not 
wipe off the windshield and start the upgrade climb 
that leads to the plateaus of stability and prosperity? 
There was more money in the United States on Sept. 1, 
1930, than on Sept. 1, 1929. The total amount of 
money in the country is around four billions of dollars, 
but our purchasing power is over twenty times that 
amount. So it isn’t a question of how much money we 
have but how often that money is turned over in pro- 
duction, distribution and consumption. Even with the 
unemployment situation at a critical stage, the coun- 


tyy’s potential purchasing power is virtually as great 
as when we were at the height of our prosperity. 


Overproduction and a world-wide lowering in com- 
modity prices are crying for “Turnover—turnover.” 
Our eighty-nine billion dollar national income is crying 
for “Turriover—turnover.” Purchasing power depends 
upon turnover. It is the necessity of “getting things 
moving” that has influenced the widespread “BUY 
NOW” campaigns throughout the country. 

In one Middle Western city a rather startling revela- 
tion grew out of the ‘“‘Buy Now” campaign. The treas- 
urer of a large wholesale house had occasion to sell to 
five department stores who were conducting and pub- 
licizing “Buy Now” efforts. He had the inside dope on 
what these department stores were doing. Three of 
the stores had cut purchases 50 per cent and were 
unloading old stock—and even, in some instances, tak- 
ing on distressed merchandise. For three months one 
store had scarcely bought a thing. The fifth store was 
below normal. Most of the employees working for the 
wholesale house had been customers of the department 
stores but their purchasing~power had been crippled 
through the lay-offs the wholesale house had to make. 
The “BUY NOW” campaign sounded good in theory but 
it had many counteracting weaknesses. 

Business cannot expect the consumer to carry the 
burden alone—to start the ball rolling. “BUY NOW” 
works both ways. Psychology created by publicity isn’t 
going to make John Doe buy until he sees that activity 
is increasing all along the line. Wiping off a small are 
of the windshield with “BUY NOW” publicity isn’t go- 
ing to start the business machine upgrade at full speed. 
All the ultimate consumer wants is “proof”—an answer 
to the question of worldwide over-production in raw 
materials, an answer to the riddle of idle money, ete. 
He doesn’t demand an immediaté solution to the prob- 
lem—only a proof that a sound solution is forthcoming. 
Then he’ll buy. Business men—wipe off the wind- 
shield! —Credit Monthly. 








“<... _ ————en scaieae 


O cost about £5,000,000 ($24,330,000), the new liner for the Cunard Steamship C 








eres , 


o., being built at the Clyde- 


bank yard of John Brown & Co., Ltd., in Scotland, will require about 25,000 tons of steel for the hull alone. 


The displacement will be 73,000 tons. 


A 1018-ft. overall length by 115-ft. beam compares with the Leviathan’s 


measurements of 956 ft. overall by 100 ft. beam. The ship will be driven by steam turbines developing 200,000 hp., 
and is expected to have a speed of 30 knots. 
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Displays like this James 
& Hawkins Inc., Jamaica, 
N. Y., window make the 
consumer realize that the 
hardware store is the 
place to buy electrical 

appliances, 





Electrical Appliance Distribution Trend 


Favors the Hardware Field 


By EDWARD K. DENECKE 


LECTRICAL appliances rightfully belong in 

the hardware store of today, particularly those 

whose trade is suburban or rural. While 

hundreds of hardware stores throughout the 
country have sold, and are still selling electrical mer- 
chandise, with conspicuous success in many cases, others 
do not fully appreciate the profitable possibilities that 
exist in this line. 

The recent business slump caused many corporations 
to study and analyze their distributing problems, as 
without a doubt, profitable distribution of merchandise 
is one of the foremost questions of the day. Among 


these have been the electrical appliance manufacturers, | 


and some have already made special: effort to develop 
the hardware field for the sale of their products. 


In some sections, appliances in the past, have been 
distributed largely through specialty shops or agency’s, 
who employed large crews of house-to-house canvassers, 
or followed leads furnished by national advertising. 
These men worked on a commission basis and during 
boom times, were often well rewarded for their efforts. 


During the past ten months many of these organiza- 
tions have fallen by the wayside, unable to meet the high 
expenses incurred through their selling methods. The 
commission salesmen were unable to sell appliances fast 
enough in many cases to provide them with a living 
wage, and have left for other fields of endeavor. 


Another factor that has quietly crept into our busi- 
ness world unnoticed by many is the growing knowl- 
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edge of merchandise possessed by the 
general public and their resentment to 
high pressure sales methods, For 
years the public has been educated by 
national and local advertising to look 
for certain products and what to de- 
mand in the way of quality and ser- 
vice when buying. The day of the 
peppy high-pressure sales talk is past. 
Today the customer expects more re- 
liable information from the salesman, 
and less blatant sales talk. 


James & Hawkins, Inc., who operate 
twelve stores on Long Island, is one 
hardware firm that has recently ex- 
panded its electrical business, under 
the more favorable circumstances now 
prevailing. For a number of years, they have sold 
mazda lamps and small socket appliances with consider- 
able success, but had left the merchandising of major 
appliances to specialty shops and public utility com- 
panies. Enjoying a large percentage of women custom- 
ers in their stores, it was decided to add washers, 
ironers, and other large appliances. The immediate 
interest they created among feminine store visitors, 
argues well for the future success of the undertaking. 


The appliances are all sold on the time payment plan, 
if desired, and from the store floor. Forced orders 
cbtained through home demonstrations are not sought 
or desired. 


In every James & Hawkins store, almost the first 
object that meets your eye is a display table piled high 
with bulbs, fuse plugs and similar small electrical sup- 
plies. These have proved the most profitable tables in 
the establishment, accounting for many a dollar of added 
sales throughout the year. People are always in need 
of extra lamps or fuse plugs, and buy freely from the 
table displays. Lamp sales are also greatly increased 


by furnishing lamps under contract to large buildings, 
The contacts made 


institutions, country clubs, etc. 
in soliciting the 

contract lamp 

business is often 
very valuable as 
it leads to other 
profitable busi- 
ness. 





EDWARD K. DENECKE 








During the greater part of the year, 
small appliances are kept in glass 
show cases for protection against dust 
and dirt, but during the holiday sea- 
son are displayed on open display 
tables. Two or three different price 
ranges in the better selling numbers 
are carried. This enables the firm to 
satisfy both the price seeker and the 
quality buyer. 

4 Some unusual methods have been 
used in the past to stimulate the sale 
of smaller appliances. One of the 
stunts entailed mailing out six hun- 
dred electric irons to a selected list of 
customers on approval. The firm paid 
postage on nearly two tons of parcels 

in carrying out this plan. 

Lately, when the larger appliances were added to the 
line it was realized that if they were simply stood 
around in the stores, that they would attract little at- 
tention. Desiring to avoid a large expenditure for 
elaborate display equipment for this purpose, a simple 
but effective display unit was devised. The unit enables 
the larger appliances to be shown in a compact group 
with good effect. 


An elevated platform, the size of a standard display 
table, elevated about 4 in. from the floor, was used 
with a small table upon it to hold a portable electric 
ironer and a supply of literature. The entire unit was 
painted a bright tangerine color to make it stand out 
prominently of the sales floor. A pleasing contrast in 
colors is obtained as the polished metal surfaces of the 
featured appliances reflect the bright color of the dis- 
play unit. Attached to the ironer table on each unit 
is a loose leaf book containing full information about 
each appliance displayed; also the terms of the various 
installment arrangements that can be made. The sales- 
man does not have to run around looking for informa- 
tion, as to how large a payment is required, or how long 

; a period pay- 
ments can be 
extended over. 
Every required 


answer is_ set 
forth in the 
handy little 
booklet. 


The elevated plat- 
form, painted 
bright orange, on 
which is displayed, 
in the store, major 
electrical appli- 
ances. 
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uild Now! 








URING the last ten years I 
D have been directly connected 

with the building and equip- 
ping of large retail stores to the 
extent of fifteen million dollars. I 
have seen building costs mount 
during these years until many 
building projects were postponed 
until more favorable building con- 
ditions would prevail. During ’26 
and ’27 speed seemed to be the 
essence of most building contracts 
and in this mad rush it was almost 
impossible to get delivery of build- 
ing materials. It was necessary, 
in order to expedite operations, to 
keep a crew of men on the road 
visiting plants of the fabricators in 
order to insure prompt delivery. 
Many pieces of equipment had to 
be shipped express in order to keep 
up with the speed. 


During this time the efficiency of 
labor dropped on account of the 
overtime which was being put in 
and the fact that men were being 
offered more money by competing 
contractors. This situation could 
not and did not continue. During 
29 and ’30 building material prices 
have sharply tapered off until at 
the present time—the beginning of 
1931—we have prices at the lowest 
level for the last ten years. Labor 
is again attaining the former ef- 


Conditions and Prices Never 


Better, Says A. L. Weidt 


Mr. Weidt is superintendent of construction with the 
A. Polsky Co., Akron, Ohio, and is well known through 


his work as consultant in store construction. 


He has 


worked with leading building and fixture architects and 
manufacturers. 


ficiency and cheap money is obtain- 
able for a sound proposition. 
Comparing the prices of building 
material today with the peak prices 
of the last ten years, it is a very 
conservative estimate that approxi- 
mately 20 per cent can be saved by 
building now. The National Retail 
Lumber Dealers Association in 
their price lists quote the follow- 


ing: 


1920—2 x 4 Pine...... $70.00 
1920—Clear Oak....... 225.00 
1920—Clear Maple..... 190.00 
1930—2 x 4 Pine...... 37.00 
1930—Clear Oak....... 81.00 


1930—Clear Maple..... 105.00 


How Prices Have Dropped 


In checking up the price of glass 
now as compared to former years, 
we find that glass is the lowest now 
that it ever has been. This is on 
account of present conditions and 
partly on account of increased pro- 
duction. It is 40 per cent lower 
than the average price from 1920 
to 1929. Copper, which enters into 
ventilation work, roofing work, 
plumbing, brass goods and copper 
bearing pipe, is the lowest it has 
been in thirty years. This is re- 
flected in a saving of from 20 per 
cent to 25 per cent below 1926 and 
1927 levels. Cement and sand are 
in accordance with local conditions. 
Structural steel ran up to $90 a 
ton, erected in 1926 and 1927, and 
it is now being figured at approxi- 
mately $70 a ton, which would re- 


sult in a saving of 25 per cent. 
Hardware, metal products, archi- 
tectural bronze, mill work, cabinet 
work and other building materials 
have taken decided drops. 

Just how long these low prices 
will prevail is questionable. The 
writer feels that they are about 
ready to turn upward, and his 
reasons are as follows: 


Lumber and Steel Curtailed 


In the case of lumber, many mills 
have shut down and refused to cut 
timber at the present prices. The 
supply of lumber is a diminishing 
quantity. It is being used much 
faster than it is being replaced, 
and the mill men and lumber op- 
erators feel that they would rather 
curtail production instead of op- 
erate at a loss. This same thing 
is true about metals. The metal 
ores are not being moved unless 
they pay a fair return upon the 
operation. The uses of steel are on 
the increase, and again the sources 
of the ore are more or less con- 
trolled by the larger interests. 


Summing up all the advantages 
of the present time, it is apparent 
that a building put up at these 
times would have its capital invest- 
ment on a very sound basis, and 
be in a position to earn a better 
return on the investment than if 
it were built at the peak times. 
The building would increase in 
value as things again get under 
motion, as has been the case before. 





CONTRACTS AWARDED FOR BUILDING CONSTRUCTION 


Compiled from reports by F. W. Dodge Corporation 


All Public Works 
Year Residential Buildings Utilities Total 
27 Northeastern States 
ve Pea Ree reecil 1,460,480,300 1,889,834,600 459,183,800 2,359,018,400 
Ly PAPER 2,324,146,400 2,783,883,700 562,066,300 3,345,950,000 
BS nse Siti sees 2,757,084,300 2,941,669,300 562,057,100 3,503,726,000 
36 States (7/8 of Total Construction) 

Pee a oe vise arcing ew arenes 2,051,643,400 3,757,896,300 723,910,700 4,481,807,000 
BPs ods ti sloee ne eantehee 2,671,818,400 4,935,336,000 885,732,000 5,821,068,000 
37 States (91 Per Cent of Total Construction) 

OES ce eee wee 2,671,120,300 5,241,817,000 1,108,098,000 6,380,915,000 
OT. Groc.s kos pas nee ee 2,573,316,900 5,039,220,700 1,263,834,700 6,303,055,000 
BE ireciais sins Daw nce bmehe 2,788,317,400 5,290,355,500 1,337,930,500 6,628,286,000 
Bohol ac cinsinsnerepeis 1,915,727,500 4,505,948,500 1,248,242,500 5,754,290,500 
1930 (10 months)...... 949,619,500 2,721,609,100 1,300,415,300 4,022,024,900 
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Time Telling 


In an effort to present as emblems of 
progress in electric clocking we have selected 
types of cases suitable for every room in 
Mrs. America’s home and a few types for 
Mr. America’s office. This is the first group 
presentation leading into a new year of elec- 
trically actuated time. This illustrates the 
scope of retail possibilities—with ever more 
‘ types giving promise to the very near future 
in clock selling. 





1. A desirable electric timekeeper for modern home 
or office. 


2. The adaptation of electricity to clock mechanisms 
has inspired many pleasing designs. Here is a 
nt fine example. 








3. This attractive electric clock is a welcome addition 
in the living room. 


4. A beautiful electric clock displaying a skillful 
blending of modern art and sound design. 


5. Here is an electrie clock which also has alarm 
equipment. 





6. This small electric banjo clock has many distinctive 
features. 


7. Electric clock independent of the house current. 
The design is attractive. 
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the Modern Way 


PR ELT LE BE OT RN IF eT Ree Se et ets Te ae 


This electric bedroom clock will awaken you in 
the morning. 


Here we have an electric calendar clock. Besides 
telling the time, it shows the day and date. 


And now this unique design to add charm to the 
home. 


Present day electric clocks are styled to meet 
modern demands. This one is a pleasing addition. 


This attractive electric clock has a pleasing “tick 
tock” sound. It is both capable and sociable. 


A pleasing and accurate offering adaptable to 
almost any room in the home. 


A wall type clock designed especially for use in 
the kitchen. 


Keeping in step with the times this fine electric 
clock meets the requirements of discriminating 
purchasers. 

A popular electric clock for the modern home. 
Sell electric clocks as efficient timekeepers. This 
model is an excellent example. 

Globe clock with electrical control. It is 50 inches 
high. Gicbes are translucent and lighted from 
within. 

This stately hali clock marks the passing hours 
electrically. 
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Representative Clyde Kelly Defends 
Capper-Kelly Bill In Discussion 


(From Our Washington Bureau) 
Members of Congress have never 
had and will never have a chance 
to cast a vote for a measure more 
beneficial to honest business than 
the Kelly-Capper resale price main- 
tenance bill, according to Represen- 
tative M. Clyde Kelly of Pennsyl- 
vania, one of the authors of the 
measure. He made the assertion 
in concluding an address on the 
bill in the House on Jan. 16. His 
remarks were made as a reply to 
attacks on the bill by Representa- 
tive Cox of Georgia. The Kelly- 
Capper bill itself was not before 
the House, but its discussion came 
up in the course of deliberations 
over an appropriation bill. 

Mr. Kelly said that Mr. Cox was 
mistaken in the latter’s “fundamen- 
tal premise regarding the bill.” Mr. 
Kelly said that Mr. Cox attempted 
to deal with the problem as if the 
bill proposed to confer some new 
and strange monopoly power. 

“This is an anti-monoply meas- 
ure,” said Mr. Kelly, “for if we 
allow present conditions to con- 
tinue, we are encouraging mon- 
opoly, encouraging centralization of 
merchandising, and the control of 
marketing in a very few hands. 

“It is an easy matter to con- 
tinually refer to price fixing in an 
effort to discredit the purpose of 
this measure. This bill fixes no 
prices; it compels no manufacturer 
to fix a price; it gives the Govern- 
ment no power to fix prices; it for- 
bids price .fixing through combina- 
tion. 

“What it does is to take the 
power of price fixing on identified 
goods, whose makers really desire 
to protect their good name and 
good will, out of the hands of those 
dealers who have no interest in 
these goods except to use them for 
their own ulterior purposes. It will 
permit the control of such prices 
by vendors and vendees who hon- 
estly desire to sell those goods in 
efficient service to the public. 

“The price fixed by these preda- 
tory price cutters has no relation 
to the value of the goods. They 
are used as bait in a _ bargain 
trap.” ’ 


Mr. Kelly said that Mr. Cox has 
changed his first opinion that the 
measure was futile and would not 
accomplish the purpose of effective 
control of the resale price of an 
identified product where , whole- 
salers were involved. It was de- 
clared by Mr. Kelly that Mr. Cox 
has conceded that the bill will ac- 
complish its purpose, but contended 
that the wholesaler will be domi- 
nated by the manufacturer. The 
fact is, Mr. Kelly said, that the 
legitimate wholesaler, threatened 
with extinction by great merchan- 
dising corporations which eliminate 
him but not the expense of his 
function, is eager to have the op- 
portunity to cooperate with the 
independent manufacturer and in- 
dependent retailer for straight- 
forward business and the protection 
of the public against deceptive 
methods. 

In reply to the argument that 
if the measure should be a benefit 
to independents, it would inevitably 
react to the injury of consumers, 
Mr. Kelly said that the fact is that 
the manufacturer today and also 
those who distribute his products 
cannot profit at all unless the con- 


sumer also profits. It is the con- 
sumer, Mr. Kelly said, who buys 
the product but he will only buy 
when he wants the goods and when 
the price is low enough to suit his 
purse. 

“We have abundant proof that 
in time of rising prices, the manu- 
facturers of nationally known 
standard goods will fight to the 
utmost against any increase in their 
price,” said Mr. Kelly. 

“During the World War we wit- 
nessed an orgy of profiteering and 
prices were skyrocketed in a way 
never before known. But not on 
prices of standard trademarked 
goods.” 

Mr. Kelly pointed out that in 
the merchandising of identified, 
standard goods any uniform in- 
crease in the standard price means 
a lessened demand and an injury 
to the good will of the manufac- 
turer, while a uniform decrease in- 
creases the demand and adds to 
the value of good will. 

The-little manufacturer was said 
by Mr. Kelly to be under a hope- 
less handicap at present. It was 
urged that he be given a chance to 
sell his standard product on its 
merits and the right to protect the 
price against manipulation of those 
who desire to use the goods as bar- 
gain bait and he will become a real 
competitor of giant concerns mak- 
ing standard brand goods. 


The Consumer Is the Final Arbiter 
—Find Out What He Wants, Says Surface 


(From Our Washington Bureau) 


RYING to discover what the 
T consumer actually wants, 

rather than trying to force 
indifferently wanted products on 
him is the keynote of modern dis- 
tribution methods, according to Dr. 
Frank Surface, Assistant Director 
of the Commerce Department’s 
Bureau of Foreign and Domestic 
Commerce, in a talk before a con- 
vention of the National Wholesale 
Grocers’ Association at Chicago, 
Jan 20. 

In the final analysis, Dr. Surface 
pointed out, the consumer is the 
final arbiter of all business. This 
fact, it was stated, has not been 
recognized yet in all that it implies. 


Dr. Surface said that the manufac- 
turer can produce and the whole- 
saler can distribute only so much 
and so rapidly as the ultimate con- 
sumer is willing and able to absorb. 

That the aim of all business is to 
serve the consumer efficiently, ac- 
cording to Dr. Surface, is a well 
recognized fact. It was declared 
that business has no other purpose 
and that any business organized on 
any other basis is doomed to failure 
sooner or later. 

The logical starting point for a 
study of distribution rests in the 
consumer, Dr. Surface said. Given 
a definite number of consumers 
with a given buying power, it is 
known that they will support a re- 














HARDWARE AGE for JANUARY 29, 1931 


39 





tail outlet of a certain type. Know- 
ing the number and character of 
retail outlets necessary to support 
a given population, the wholesaler 
and the manufacturer ought to be 
able to organize to supply these out- 
lets at the lowest possible cost. 

“Here is a ‘dream’ of planned dis- 
tribution,” Dr. Surface said. “It 
may appear visionary but don’t 
count too much on its being -im- 
practical.” 

Dr. Surface pointed out that it 
should be possible for manufac- 
turers, wholesalers and distributers 
to sit down at round table confer- 
ences every now and then and 


them all. He prophesied that the 
time will come when there will be 
more and more vertical trade asso- 
ciations just as there are now hori- 
zontal associations. 

Work of the Department’s 
Domestic Commerce Division in 
making a survey of the Louisville 
retail grocery systems disclosed, Dr. 
Surface said, that, among other 
things, much of the average retail 
merchant’s profit was lost by carry- 
ing too large a stock for which 
there is little or no demand, by serv- 
ing unprofitable customers, by han- 
dling small orders, and by distribut- 
ing in districts where the cost was 
too high. He further pointed out 


that volume alone is not the cri- 
terion of a successful business. 


Only Half as Many Chain Stores 
Were Opened in 1930 as in 1929 


Approximately 1549 chain- store 
units were opened in this country last 
year, or about 50 per cent fewer than 
in the preceding year, according to a 
survey made by the Chain Store Re- 
search Bureau. 

The survey shows a definite trend 
toward larger units and indicates that 
the smaller units are comparatively 
unprofitable. Most of the expansion 
this year will be in the southeast and 
mid-central parts of the country and 
generally west of the Mississippi 
River, it is predicted. 








thresh out problems common to 


Candy in a Hardware Store? Sure! 


MOE COHEN 


Haymarket Hard- 
ware Co., Boston, 
Mass. 





OE COHEN, Haymarket Hardware Co., Bos- 
ton, is one of the live-wire hardware dealers 
in that city. He conducts a high-rent store, 
on a busy highway in close proximity to 

Boston’s North Station. His store has been successful 
from the start, primarily because it has always been 
strictly a hardware store, carrying the best merchan- 
dise money can buy, and catering to a hurrying, scurry- 
ing mob of people morning, noon and night. 


It is a poor Saturday that 800 customers or more do 
not enter and leave the store. By 800 customers we 
mean people who spend money. The company does not 
endeavor to try to keep an account of the people who 
enter their store on Saturday or on any other week day. 


Mr. Cohen has some very definite ideas on what a 
hardware store will have to be before long if it is to 
survive. In talking with the New England editor of 
HARDWARE AGE, he said the drug store is really the 
greatest menace to the hardware dealer today. The 
drug place sells all kinds of cutlery, vacuum bottles, 
alarm clocks, watches, in fact, a long list of merchan- 
dise which belongs on the hardware dealers’ shelves, and 
on his alone. 


Haymarket Hardware Co., Boston, 
Combats Drug Store Competition by 
Aid of Sweets... 


The commonly classified chain store is not the menace 
to the hardware dealer that is generally cited, he says. 
Hardware items carried by the five and ten-cent stores 
are of the most inferior quality. The original buyer of 
such hardware seldom purchases a second time, as is 
attested by the constantly shrinking stocks of this hard- 
ware in the average chain store. 


Mr. Cohen has at least one good customer. It is 
Schrafft & Co., candy makers. In fact, the candy con- 
cern buys so much from the Haymarket Hardware Co. 
it felt it right for Mr. Cohen to carry a candy machine. 
Naturally, Mr. Cohen thought, “Who ever heard of a 
hardware store carrying candy?” But his better judg- 
ment told him to install one of the candy machines. 


So he did. The machine takes up very little room on 
a counter; it is being constantly emptied and refilled 
with a net return of better than a lot of hardware items 
bring. The sale of all this candy means that the drug 
store is losing just so many customers. Mr. Cohen is 
now thinking of installing cigarettes in his store, either 
in a machine or in a counter with a saleswoman. He 
has studied the situation seriously, and is quite certain 
he can pay a girl a weekly wage, sell cigarettes and 
make money. 


There are 23 clerks in his store, all smokers. There 
are 800 customers in that store every Saturday, very 
largely men, to say nothing of the hundreds on other 
week days. Why is it not good policy for the hardware 
dealer, Mr. Cohen says, to have a hardware prospect 
know that he can secure candy and smokes at the hard- 
ware store? Is not that policy bringing the fight right 
up to the drug and five and ten store management’s 
front door? 
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Coming Out of It Clean 


By JOHN H. VAN DEVENTER 


Industric 


HOSE of us who are scanning the business 

horizon in the hope of discovering the ray of 

sunlight which will foretell the coming of better 

days should watch the iron and steel barometer 
closely during the next few weeks. 


Regardless of what*business one is in, whether it is 
building of bridges which require lots of steel, or the 
merchandising of products which have none at all in 
their makeup, changes in the steel situation are of 
great importance at this time. Progressive betterment 
in this industry, sustained over a number of weeks, 
will do more to restore confidence than any other single 
factor. 

Changes in the iron and steel outlook are sensed in 
the industry itself days and sometimes weeks before 
the records reflect them. This is quite natural, since 
the men in that industry must be aware of changes in 
potential demand that are in advance of changes in 
actual orders. 


While the records of production and price in this 
industry have continued to decline up to Jan. 1, 1931, 
“inside” sentiment and information may be said to have 
now turned the corner. We may therefore look for the 
progressive betterment of both backlogs and production 
very shortly. 

A part of this betterment, it is true, will be seasonal. 
But it may be predicted that there will be a substantial 
improvement in the position of the industry in addition 
to seasonal gains. 
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So if you would like to be among those who will see 
the coming ray of sunlight, watch the iron and steel 
industry during the next few weeks. 


Old Father Time is one of the best friends that de- 
pressed business has. He is not a fast worker, but he 
never gives up, and day by day he is pulling his ex- 
tremely effective weight on the side of recovery. 


One of his favorite tools with which he promotes 
better business is obsolescence. It is with this that he 
makes things wear out. Often, too, he makes things 
cbsolete without wearing out. 


Take machinery, for example. Twenty-five years ago, 
manufacturers used to charge off an average of 5 per 
cent each year for obsolescence on producing equip- 
ment. This meant that they expected their machinery 
to last twenty years before it needed replacing. Ten 
vears ago the average depreciation rate had jumped to 
10 per cent, and today, on a good part of our active 
equipment, it is closer to twenty. In other words, the 
expectable useful life of a large part of our machinery 
has shrunk to five years. 


This does not mean that it will actually wear out in 
five years’ time. It means that during this period some- 
body will probably devise a machine so much better than 
the old one that it will pay the manufacturer to throw 
it out—even if not worn at all—and put in the better 
one. A large part of our machine tool equipment will 
be gbsolete within five years be@ause of the recent in- 
troduction of cutting tools that cut metals so fast and 
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furiously as to require new and stronger designs of 
machine tools so as to make full use of them. 


Automobile owners know something about obsoles: 
cence at first hand. That 1928 model, for example, does 
not seem just the thing today, among all of these classy 
new eights, even though it may still be hitting on all 
six. 


Women do not know much about obsolescence, but 
just try to keep them from buying a new hat or dress 
when the style changes! 


Father Time has been patiently hammering away at 
this depression for the past eighteen months and it 
begins to look as if he had it wobbling. Let’s help 
him along by replacing some of our own things that 
have been getting out-of-date. 


The long haired inventor, who has been pictured to 
us as struggling for years to perfect some marvelous 
mechanical or electrical contraption, while his wife 
supported the family by taking in washing, is not 
much of a factor in today’s industrial progress. His 
work is being done much better, much more quickly 
and effectively by the keen minded “research man” 
whose working quarters are well equipped laboratories 
instead of dusty attics. Most of our marvelous new 
materials, our improved devices and modern machinery 
come from these research laboratories. No pains are 
spared to probe with infinite detail, the hidden mysteries 
of science, in the hope of finding some hitherto undis- 
covered treasure. 


Largely as the result of such scientific research, our 
products of industry and our production methods are 
far more advanced than our distribution and marketing 
of goods. It is no exaggeration to say that our making 
of things, today, is five years in advance of our market- 
ing of them. 


One of the present day movements which promises 
to correct this lag is the spread of market research. 
Entire industries, as well as individual concerns, need 
to know more about facts and principles underlying 





scientific distribution of their products. And so re- 
search laboratories are springing up—not equipped 
with test tubes, microscopes and furnaces, but with 
maps, charts and statistics and keen minded business 
analysis whose job is to probe markets and selling 
methods with the same patient care that the research 
scientists have applied to physical and chemical mys- 
teries. 


Out of this market research will inevitably come a 
great reduction of distribution costs which will broaden 
the market for many products. Out of it, too, and 
sooner than one might think, will come a better under- 
standing of the laws of consumption and hence a better 
balancing of supply and demand. 


Product research, by giving us new things to make, 
and market research, by showing us how to distribute a 
maximum of them without overproduction, are the re- 
search twins that will do the most to solve the problem 
of steady employment. Fluctuations in business will 
probably go on for many years to come, but the next 
generation won’t know much about bread lines and soup 
kitchens. 


“No machinery will be allowed on this job. The work 
will be done with picks, shovels and wheelbarrows.” 
Thus reads the announcement of the letting of a recent 
county road contract in New England, put forward to 
aid the unemployed. 


You have probably heard or read of proposals that 
America do away with some of its machinery so as to 
make jobs for more men. It has also been urged that 
science and invention be asked to take a ten-year vaca- 
tion, so that we can catch up with them. 


Cutting down on machinery does not make more 
work. It makes more time required to do the same 
amount of work. There is a good deal of difference in 
these two things. 


Ford uses conveyors, as do all other motor car makers, 
to do most of the lifting and carrying of materials and 
parts through the plants, from building to building and 

(Continued on page 74) 
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Some Thoughts on Selling 


W. T. Grant, Chairman of the 
Board, W. T. Grant Company, re- 
cently submitted to the board of 
directors of the National Chain 
Store Association, a code of ethics, 
one clause of which reads as fol- 
lows: 

“We believe it to be unintelligent 
and unfair practice to willingly and 
deliberately initiate the selling of 
any goods without profit, in order 
to Attract business or undersell 
competition, knowing that every 
penny lost on one item must be 
made up on another, if the busi- 
ness is to continue.” 

There’s a lot of sound sense in 
that clause, but you know the com- 
mon history of ethical codes. They 
are usually adopted collectively, 
with wild acclaim, and then broken 
individually with equal enthusiasm. 

* * * 


Some of the good , resolutions 
never put into practice originate 
and end in conventions. 

% *% * 


Not one customer in a hundred 
can intelligently select the best 
chisels to meet his needs, or the 
best pliers, builders’ hardware, 
washing machines, radio or paint. 
If a customer happens to select 
your store as the best place to buy 
hardware, he does it unconsciously 
because of some human attribute 
in you, or in those who represent 
you. 

Personality is a magnet for hu- 
mans. 

* * * 

Why do you drive a mile out of 
your way to have a certain mech- 
anic tinker with your car? Why 
do you walk blocks out of your way 
to a have certain barber cut your 
hair? All garages have mechanics, 
and all barber shops have men who 
cut hair. You do those things be- 
cause you like someone in that par- 
ticular garage or barber shop. 

* * %* 


Prejudice is seldom swayed by 
price. 

* * % 

Other things being anywhere 
near equal, you trade with people 
you like. So do I. Are we differ- 
ent from other people? As a mat- 
ter of fact we are customers our- 
selves. Other customers, on the 


average, buy because of the same 
impulses’ which urge us to buy. 
* * * 

Fundamentally, men are alike. 

We only think we are different. 
* * * 

We’ve been thinking of the cus- 
tomer as an entirely different kind 
of human being, whereas he is a 
common every-day member of the 
same family with ourselves. Treat 
him as you would any other mem- 
ber of the family. 

* ¥* % 

No normal man wants to be con- 

sidered an outsider. 
* * * 

Choose your sales people wisely, 
paying particular attention to their 
personality—that intangible some- 
thing which makes people like or 
dislike them; have confidence in 
them or distrust them. Then train 
them to truthfully reflect you and 
your store. 

* * * 

Every time one of your em- 
ployees faces a customer, you and 
your store are on trial. 

* * * 


If you put no more into your 
employees than kicks and salaries, 
then the future competition for 
you will be a nightmare. If, how- 
ever, you give them the help, ad- 
vice and friendly training to which 
they are entitled, they will win 
friendship and business for you, 
despite all competition. 

*% * * 

A mirror reflects your image—so 
does an employee. 

* * * 

Above all, don’t leave the most 
important function of your busi- 
ness to the random judgment of un- 
trained employees; and — don’t 
blame your employees for faults due 
to your own lack of intelligent in- 
terest in their training. 


* * * 
Speaking of merchants — “By 
their employees shall ye know 


them.” Therein is the law and the 
profit. 
* * * 

Austin Carey, vice-president and 
general manager of the DeSoto 
Hardware Co., Memphis, Tenn., is 
a firm believer in courtesy and 
good nature as trade pullers. 

In order to impress the public 


with the idea that “Courtesy with 
a Smile” is always to be found in 
the store, he has had a short poem 
printed in large type and framed. 
This he hangs in a conspicuous 
place in the salesroom, and occa- 
sionally places it in the show win- 
dow. . 
The poem reads as follows: 





WE BELIEVE— 


The reason people pass one door 

To patronize another store 

Is not because the busier place 

Has better silks or gloves or 
lace, 

Or cheaper prices, but it lies 

In pleasant word or smiling 
eyes. 

The only difference, we believe, 

Is in_the treatment folks re- 
ceive. 











ANY firms acquire the 
reputation of bargaining 
for every order. Few 


stop to realize what such tactics 
mean in dollars and cents. Unless 
a cut of 10 per cent in price brings 
in a 50 per cent increase in business 
it is impossible to break even. In 
other words it is necessary to do 
half again as much business in 
order to equal the profit on the 
former volume at the former price. 





A 5 per cent cut re- 
quires 18 2/3 per cent 
more volume. 

An 8 per cent cut re- 
quires 354% per cent more 
volume. 

A 10 per cent cut re- 
quires 50 per cent more 
volume. 

A 12% per cent cut re- 
quires 75 per cent more 
volume. 

And a 15 per cent cut 
requires 112% per cent 
more volume. 











Paste This in Your Hat 


Illustrating the pitfall of price 
cutting tactics in still another way, 
if the price on a $100 item is cut 
15 per cent it is necessary to sell 
$112.50 in additional merchandise 
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in order to receive the same total 
profit that would have been made 
on the $100 sale at the former price. 





One of the novel advertising 
stunts of Shaw & Stuart, Daytona 
Beach, Florida, takes the form of 
a business card for general dis- 
tribution. 

On the back of the card is a de- 
tailed schedule of daylight low 
tides for the year. This schedule 
is of especial importance to fisher- 
men and bathers, and since Day- 
tona Beach is a popular winter re- 
sort city, the cards of much in 
demand by transients, as well as 
regular residents. 

Each year a new supply of cards 
is printed with the low tide sched- 
ules for that particular year. 
Many people come to the store with 
no other purpose than to obtain 
these tide schedule cards. Once 
inside, however, they seldom leave 
without purchasing something. 

In a recent letter to HARDWARE 
AGE, Joe Sety, proprietor of Sety’s 


MOTOR TRUCK OF TREMENDOUS POWER 


hardware establishment in Chewe- 
lah, Wash., says: “I am enclosing 
a leter concocted by myself, which 
has done more toward collecting for 
us than any other we have ever 
tried.” The letter is phrased as fol- 
lows: “This is to remind you that 
your account with us for (so much) 
is away past due, as you already 
know. We have obligations to meet 
—in fact, our obligations are very 
many times more than yours to us. 
In order to meet our obligations, we 
are insisting that you please honor 
us, within the next few days with 
the small remittance due us. Your 
account is not much you say—well, 
that’s true, but your account, to- 
gether with several dozen of the 
same size now due us, will enable 
us to meet one of our debts. 

“By your help, you can make it 
more pleasant for both of us. You 
will be doing yourself, as well as 
us, a favor, and thereby keep your 
credit and ours in good standing. 
Knowing that we can depend upon 
you, we take this occasion to thank 
you in advance,—Very truly yours,” 


They Keep “Pounding Aweigh” 
at It 


If the number of people, both 
men and women who regularly visit 
Neyhart’s hardware store’ in 
Williamsport, Pa., to check up on 
their weight is any criterion, most 
folks are more vitally interested in 
what they weigh than ever before. 
The accurate beam scale which the 
firm has provided enables anyone 
to ascertain their correct weight 
gratis. Although the scale has been 
in use only a comparatively short 
time, its platform is worn smooth 
from the contact of thousands of 
feet. The scale occupies a spot near 
the rear of the store, directly in 
front of the store’s impressive paint 
department. On the route weight 
seekers must take to reach -the 
scales, the aisles on either side are 
enclosed by display tables offering 
a wide variety of merchandise in 
such a tempting manner that many 
sales are made to visitors who: 
“Just came in to get weighed.” 


XTENSIVE road building programs this year will call for the use of heavy 
The one illustrated was exhibited last week at the con- 
vention of the American Road Builders’ Association, at St. Louis, and is said 


motor trucks. 


to be the most powerful ever built. 


256 in. Its engines develop 275 hp. 


It has two engines, ten wheels, seven 
speeds and runs three miles on a gallon of gasoline. The wheelbase measures 
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Incorporation a Business Asset 


By ALBERT WOODRUFF GRAY 


HERE is an old story told of a man who one 

time hired another to do his worrying for him. 

If, in place of hiring someone to do his worry- 

ing, the man had incorporated his business, the 
story would have been a substantial solution of many 
causes of worry and not a mere joke. Business men 
many times fail to appreciate the real value to them- 
selves in carrying on their business through a corpora- 
tion rather than through a partnership or “one man” 
ownership. Over a hundred years ago Lord Thurlow 
said you could not expect a corporation to have a con- 
science when it had no soul to be damned and no body 
to be kicked. The statement is as true now as it was 
in the eighteenth century. 

The expense of conducting a business as a corpora- 
tion, even including the initial cost of incorporating, is 
very slight compared with the substantial benefits flow- 
ing from such a method. Two-other means of doing 
business are a partnership and a “one man” business. 

The man who conducts his affairs in his own name is 
fair neither to himself nor to those with whom he is 
dealing. Why should a firm which has sold a bill of 
goods to a hardware store be deprived of its pay be- 
cause the owner of the hardware store has been unable 
to pay the damages recovered against him in some en- 
tirely separate business that is also being carried on by 
the same man in his own name? 

On the cther hand, a man has conducted his business 
for years honestly and conscientiously. His credit is 
good and the firms from whom he buys sell him his 
supplies with no apprehension of his failure to meet his 
ebligations when they become due. By his diligence 
and economy he has put aside a substantial amount for 
the comfort and protection of his family and himself. 
Through some misfortune, the sudden and unexpected 
hange of business in his locality, the insolvency of one 
of his own customers, the failure of the bank in which 
he has made his deposits or the unforeseen liability to 
someone for an accident, he becomes unable to meet 


those obligations even though through no fault of his.. 


It is very likely fair and just that his business should 
meet those obligations as far as it is able so to do. It 
is, however, neither fair nor equitable that the accumu- 
lations and savings of years of conscientious industry, 
which have been set aside not only for himself in his 
old age, but for those of his family dependent upon him, 
should be swallowed up in a disaster that was in no way 
of his making. So long as his business is a “one man” 
business, just so long will every dollar of his savings be 
swept away with any business misfortune. 

The man who one time was counsel for General U. S. 
Grant used to tell the story that on one occasion he 
asked the General to tell him the good points to look for 
dma horse. Pointing across the street the General 


asked, ‘‘Do you see that horse over there? Well, study 
him. There isn’t a single good point about him.” The 
same comment might be made of a partnership. 

Upon the death of any one of the partners, the share 
of that partner must either be purchased by the other 
members of the firm or the partnership property and 
business liquidated. Any one of the partners may use 
the credit of the firm in either borrowing money, buy- 
ing merchandise or any other transaction connected 
with the business. All of the property and savings of 
each member of the partnership may be taken for the 
partnership debts. The interest of any member in the 
partnership can be taken by the individual creditors of 
that member. As General Grant said of the horse, 
there isn’t a single good point about it. 

The yearly expense of carrying on a business as a 
corporation is but a. few dollars. The practical advan- 
tage, not only in being able to limit business losses to 
the amount invested in the business, but in the conduct 
of the business itself, makes the small annual expense 
a negligible factor. 

A small proportion of the stock may be distributed 
among the employees or sold to them in return for pay- 
ments made at stated intervals. The result will be that 
these small stockholders will have a more real and vital 
interest in the success of the business than they have 
ever known before. 

In place of taking into the partnership another mem- 
ber, that additional capital may be obtained, so-called 
preferred stock can be sold, by which the person ad- 
vancing the money is assured of the repayment to him 
of his money out of the profits, in any way that may 
be agreed upon. The stock is available for the purpose 
of loans should that be necessary. The certificates are 
simply deposited as security with the person or bank 
loaning the money. If the business is unincorporated, 
a chattel mortgage or bill of sale is the only possible 
means of giving this same security and is cumbersome 
and awkward. 

The good will of a business built up through years of 
square and honest dealing is all but useless as a busi- 
ness asset in a partnership or in a business conducted 
by one individual. In a corporation this good will has 
not only a real value but is one of the items making up 
the total worth of the incorporated business. 

Finally, a corporation is insurance against loss by 
misfortune of the savings that every man is putting 
aside for himself and those dependent on him. The 
property of the corporation may be lost through mis- 
chance or-some unforeseen and unfortunate circum- 
stance, but the loss stops there. The home and the 
money laid aside for the support and comfort of old age 
remains inviolate. 
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BEHIND the COUNTER 


With Herman Johnson 


F you are in the radio busi- 
ness and expect to sell sets 
in the month of February, 
call on the old customers who 
have had sets for three years or 
so. We plan to push this policy 
hard, and look for fair results. 


* * * 


The new wrinkle in hard necked 
canvassing goes like this: Periodi- 
cally an up-state firm has every 
home and farmhouse canvassed to 
ascertain just what might be 
needed in the way of washers, 
radios, stoves, brooder equipment, 
ete. The information is carefully 
recorded on cards. No attempt is 
made to sell at the time the can- 
vass for information is made. This 
starts later, and what a wealth of 
potential business is wrapped up 
in these cards. 

* * * 

It strikes me that the answer to 
saturated markets, well, soaked— 
to put it that way—is new lines 
where the field is more virgin. We 
have added refrigeration. The 
market is about 10 per cent filled. 
The market is ripe for a lot of mis- 
sionary work, and offers an oppor- 
tunity for a real job. 

* * %* 

I’m strong for grabbing all the 
free advertising I can. Just or- 
dered 15 red and green coaster 
wagons with our firm name on the 
side. I don’t see why all dealers 
should not arrange it this way. The 
kids who get these wagons will 
drag ’em up one street, and down 
the other. Bing-Bing-Bing. A lot 
of folks can’t possibly miss the 
wagon, nor the name of the firm 
it came from. 

* * 

One of the bugaboos of hardware 
patronage are the ladies, bless ’em. 
They are hardware store shy. To 


Hardware Merchant 
Duluth, Minn. 


curry favor with them, we are 
trying another kink to start in 
March. In cooperation with one of 
our jobbers we plan to do this: 
We to furnish a mailing list; they 
to choose the special, the cut, to 
print and mail the cards. They 
will advise us as to the item, we to 
purchase only what is necessary. 
We are going to watch this new 
dip closely, and hope we can catch 
Milady in the right frame of mind. 
Mind you the items we advertise 
will be real galloping bargains. 
* * % 


If you and I are going to do the 


same amount of business the next 
four months, believe me we’ve got 
to turn our business getting plans 
loose. It’s going to take a lot of 
dynamite to bag sales. It’s a good 





HERMAN JOHNSON 


plan to jot down just what we’ve 
got to do in order to go over. Line 
up your mailing lists now; wheel 
‘em into the manufacturers; get 
them on the job with you. Unless 
I’m wrong, somebody’s got to do 
a lot of heavy thinking, and you 
know who that is. 


* % * 


We locate the stickers in this 
wise: Every item in stock bears 
the month in which it was bought; 
the initial of the jobber; the cost 
and the selling price. It looks like 
this: (2) (M) RA 75c. Inventory 
gives the dope as to the speed with 
which the item moves. If the item 
hasn’t moved in six months, we cut 
it to cost and try to sell it. 


Coming back to inventory: I be- 
lieve that the logical month to count 
the bolts and such is February. 
The inventory is less. The accounts 
receivable are lower. You have 
the month of January to clean 
stere; move the dead stuff; mow 
down overloads. What do you 
think of this suggestion? 


* * * 


Do you enrploy outside salesmen? 
Have you tried to introduce them 
to the community in which they 
are to work? Here is what one 
dealer does. He runs a two or 
three inch ad reading like this: 
Mr. John White, our Washer Ex- 
pert, will be in the vicinity of 
50th Ave. next week. He will have 
an important message for you and 
a surprise. Look for him; tell him 
your washer problems. He will be 
glad to help you, and be sure to 
look for the surprise. 

The surprise, by the way, is some 
little thing for the housewife if 
she gives him a lead. Anyway this 
is the general idea, and to me it 
has mighty good points. 
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Theo. Steinbach and A. J. Lindblad 


Join Utility Blade Corp. 


Theodore Steinbach has been 
appointed general manager of 
the Utility Blade Corp., 1082 
Springfield Ave., Irvington, 
N. J. A. J. Lindblad has been 





THEODORE STEINBACH 


chosen as sales manager for 
the company, which manufac- 
tures safety razors and double 
edge safety razor blades. The 
firm was started during the 
summer of 1930 with Warner 
Steinbach as president, and in 
that short time has made rapid 
progress. It occupies a modern 
two-story factory at Irvington 
and is proceeding with plans 
for further expansion. 
Theodore Steinbach was for- 
merly general manager for 
Otto Roth, Inc., Newark, N. J., 
having been with that organi- 


ISSUE STANDARDS ON 


The United States Depart- 
ment of Commerce, Bureau of 
Standards, Washington, D. C., 
has issued commercial standard 
CS22-30 on builders’ hardware 
(nontemplate). It contains in- 
formation as to the acceptors, 


years ago. 








since its inception six 
Prior to that he was 
in charge of manufacturing for 
H. Boker & Co, New York 
City. 
Mr. 
the 


zation 


Lindblad is best known 
former vice-president 
and sales manager for Wie- 
busch & Hilger, Ltd, New 
York City. _He, too, has been 


as 





LINDBLAD 


A. J. 


with Otto Roth, Inc., and H. 
Boker & Co., having served 
both companies as sales man- 
ager. 

Both men are experienced in 
the cutlery field and have been 
associated together in the pro- 
duction and merchandising’ of 
cutlery specialties on previous 
occasions. Their many friends 
in the hardware trade will be 
pleased to know that they are 
again together in business. 


HARDWARE 


standard, general 
practices, finishes, locks and 
latches, types of locks and 
latches, shelf and miscellaneous 
hardware, etc. Specifications, 


BUILDERS’ 


the general 








diagrams, request blank and ac- 
ceptance blank are included in 
the booklet. 


46 


SMITH GETS GRISWOLD 
PACIFIC TERRITORY 


W. F. Smith, who has been 
covering Michigan, Wisconsin, 
Minnesota, and the Northwest 
for The Griswold Mfg. Co., 





W. F. SMITH 


Erie, Pa., for a number of 
years, has been transferred to 
the Pacific Coast. His new 
territory will comprise Califor- 
nia, Oregon, Washington and 
Utah. He will make his head- 
quarters in Los Angeles. Mr. 
Smith is well known in the 
hardware, department store and 
housefurnishing trade as well as 
hotel and restaurant equipment 
fields. 

Mr. Smith joined the com- 
pany in November, 1913, when 
he started in the office. 


W. CLARK MAHONEY WILL 
MOVE OFFICES FEB. 2 


W. Clark Mahoney, direct 
factory representative in met- 
ropolitan New York for Union 
Steel Products Co., Albion, 
Mich., for the past five years, 
and eastern representative for 
kindred housefurnishing _ lines, 
will move his offices from 154 
Nassau St., New York City, to 
Room 615, 200 Fifth Ave., New 
York City. Mr. Mahoney’s 
new quarters were formerly oc- 
cupied by Home Comforts Co., 
St. Paul; Minn., manufactur- 
ers of -kitchen woodenware, 
which company he has repre- 
sented from the first of this 
year, 








NEW ENGLAND HDWE. 
& IRON ASS’N HOLDS BAN- 
QUET IN BOSTON 


More than 130 members and 
guests attended the 38th annual 
banquet of the New England 
Iron & Hardware Association, 
held at the Hotel Somerset, 
Boston, Mass., on the evening 
of Jan. 22. As usual, this din- 
ner brought together a_ dis- 
tinguished gathering of the 
principal hardware jobbers, the 
iron, steel and heavy hardware 
trade and hardware manufac- 
turers. The leading members 
of these groups were present 
from all over New England 
and more distant points. 

Seated at the head table were 
the president of the association, 
William H. Bowe; G. Sumner 
Wilson, president of the Nation- 
al Hardware Association, and 
Robert H. Sanderson, president 
of the American Steel & Heavy 
Hardware Association. 

Speakers of the evening 
were Major General Smedley 
D. Butler, United States Ma- 
rine Corps; Rev. W. Quay 
Rosselle, D.D., of Malden, 
Mass., and Billy B. Van, for- 
mer comedian, who is now a 
successful manufacturer. Wil- 
liam F. Garcelon acted as toast- 
master for the third year in 
succession, and very happily in- 
troduced the various speakers 
whose speeches were interesting 
and entertaining. 

Great credit is due the sec- 
retary-treasurer of the asso- 
ciation, George J. Mulhall, and 
the banquet committee assisting 
him, consisting of Frederick M. 
Butts, chairman; Frank W. 
Brigham, C. W. Henderson, 
Jr., and Paul F. Avery. 


E. B. GALLAHER WILL 
ADDRESS BOOSTERS 


E. B. Gallaher, editor, Clo- 
ver Business Service, and trea 
surer, Clover Mfg. Co., Nor- 
walk, Conn., will be the guest 
and speaker of the Hardware 
Boosters at their regular meet- 
ing, to be held on Saturday, Jan. 
31, 1931, at the Hardware Club, 
New York City. Members ot 
the hardware trade are invited 
to attend the meeting and to 
bring their friends with them. 
The meeting starts at 1:00 p. m. 
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20% Increase in Attendance at National 


House Furnishings Show 


There was a 20 per cent in- 
crease in the number of buyers, 
manufacturers and agents at- 
tending the Fourth Annual Na- 
tional House Furnishings Show, 
over attendance at the previ- 
ous exhibitions held by the Na- 
tional House Furnishing Mfrs. 
Ass’n and the National House 





WALTER J. VOLLRATH 


Furnishing Buyers’ Club. Buy- 
ers came from every State in 
the Union, representing hard- 
ware, department store, syndi- 
cate store and mail order firms. 
There were 240 exhibitors 6n 
the fifth, sixth and seventh 
floors of the Hotel Stevens, 
where the exhibit was held, Jan. 
11-17. 

Officers of the Manufactur- 
ers Association are: Walter J. 





WARREN EDWARDS 


Vollrath, Polar Ware Co., She- 
boygan, Wis., president; H. H. 
Kimball, Landers, Frary & 
Clark, New Britain, Conn., and 
E. M. Grable, Aluminum Cook- 
ing Utensil Co., New Kensing- 
ton, Pa., vice-presidents; W. 
H. Doherty, Queen Mfg. Co., 
Chicago, Ill, treasurer, and 
Warren Edwards, _ secretary. 
Officers of the buyers’ organ- 





ization for the exhibition this 
year were: C. S. Maginnis, The 


Fair, Chicago, Ill, president; 
Otto Pergler, Boston Store, 
Milwaukee, Wis., W. S. Got- 


walt, Jordan Marsh Co., Boston, 
Mass., J. W. Weeks, Hens & 
Kelly Co., Buffalo, N. Y., and 
Herman Grund, Wm. Taylor, 
Son & Co., Cleveland, Ohio, 
vice-presidents; W. H. Theo- 
phile, Scruggs - Vandervoort - 
Barney Dry Goods Co., St. 
Louis, Mo., secretary and treas- 
urer; Warren Edwards, corre- 
sponding secretary. 

New officers of the Buyers’ 
Club were elected at the an- 
nual banquet held Tuesday, Jan. 
13, in the Grand Ball Room. 
Ralph A. Heilman, dean, North- 
western University, School of 
Commerce, Chicago, IIl., was 
the speaker and Mr. Pergler 





W. H. DOHERTY 


was toastmaster. Entertain- 
ment and dancing followed the 
banquet. New officers of the 
National House Furnishing 
Buyers Club are: President, 
Mr. Pergler; vice-presidents, 
Fred Cowbretwait, H. & S. 
Pogue, Cincinnati, Ohio; A. C. 
Berg, Gimbels, Pittsburgh, Pa., 
and W. E. Maxe, May Co., Los 
Angeles, Cal.; secretary and 
treasurer, Louis Zindrade, Fair 
Store, Chicago, Ill, and Mr. 
Edwards, corresponding secre- 
tary. 

The Manufacturers group 
will elect officers in March. 

The first exhibition was pro- 
posed and approved by the Na- 
tional Pot & Kettle Club, in 
Chicago, Ill, at the meeting 
held Sept. 29, 1927. The organ- 
ization is now known as the 
National House Furnishing 
Buyers Club. By cooperation 
of the buyer and seller the 
event has become an_estab- 
lished annual exhibition. In the 
close contact thus established 


| the buyer and seller are able to 
| serve and promote the interest 
of the industry, bringing about 
better merchandising methods. 
In addition to the Buyers 
Club banquet the Housewares 
Club of Chicago, composed of 
both buyers and salesmen, en- 
tertained the visiting buyers and 
manufacturers at an entertain- 
ment and buffet supper at the 
Medinah Athletic Club. 
WHITE MT. FREEZER CO. 
OPENS NEW FACTORY 


The White Mountain Freezer 
Co., Inc., Nashua, N. H., is now 
operating its new factory with 
a maximum $s staff, which is 
larger than it has been for 
many years. The company’s 
plant was destroyed in the fire 
which swept Nashua last May, 
at which time an estimated loss 
of more than five million dol- 
lars was suffered in the town. 
At the present time orders are 
being réceived from all parts of 
the world. 








MASBACK HARDWARE CO. 
ENLARGES QUARTERS 


In order to provide addition- 
al warehouse space to accom- 
modate a number of new lines, 
the Masback Hardware Co., 
hardware wholesalers, New 
York City, has leased the 74 
Warren St. building, which ad- 
joins its present quarters. 

With the additional space just 
acquired, the concern now has 
44 floors, each measuring 25 x 
100, at its disposal, making a 
total of 110,000 sq. ft. avail- 
able. All of the buildings 
owned or leased by the com- 
pany adjoin each other and are 
designated as 74, 76, 78, 80, 82 
and 84 Warren St. 

Improvements have lately been 
completed on the front of the 
Masback establishment, which 
gives all of the buildings owned 
by the firm a uniform appear- 


ance. Sand blasting and stucco 
were used in the renovating 
process. 





A. R. Sale, secretary-treasur- 
er, Iowa. Retail Hardware As- 
sociation, retired Jan. 15 as sec- 
retary and manager of the Iowa 
Hardware Mutual Insurance 
Co., at the twenty-eighth an- 
nual meeting of the company, 
held in Mason City, Iowa. Mr. 
Sale had held those offices since 
the founding. of the company. 
Last summer when Mr. Sale 
was given his first vacation 
since joining the company, his 
work was temporarily handled 
by R. D. Austin, for 19 years 
assistant secretary of the Hard- 
ware Dealers Mutual Fire In- 
surance Co. of Wisconsin. Mr. 
Austin became assistant secre- 
tary at the time of Mr. Sale’s 
vacation in June, 1930. Mr. 
Sale is now financial secretary 
of the company, taking the 
place of the office of treasurer, 
formerly held by Willis G. C. 
Bagley, president, First Na- 
tional Bank,. Mason City. His 
office as secretary has been 
given to Mr. Austin, and his 
new office will be largely one 
of an advisory nature. 

C. A. Knutson, Clear Lake, 
Iowa, has succeeded L. C. Ab- 
bott, Marshalltown, Iowa, as 
president, who has held the of- 
fice since 1911. Mr. Abbott is 
a former president of the Iowa 
association. H. F. Leibsle, Des 
Moines, Iowa, was re-elected 
vice-president of the company. 
W. F. Mueller, Fort Dodge, 
took the place of C. R. Keating, 











Sale Retires as Manager—Secretary 
lowa Hardware Mutual Insurance Co. 


Mount Ayr, on the board of 
directors. Directors re-elected 
were: Jacob Seither, Keokuk; 
R. J. Breckenridge, Brooklyn; 
H. G. Detthoff, Muscatine; G. 
A. Bieber, Fort Atkinson; J. 
Koeerle, Sumner; M. A. Trum- 
bull, Mason, and Albert Bojens, 
Atlantic. 

Mr. Sale worked at first 
for no salary, and had not 
had very great experience in 
the insurance business prior to 
his taking office. He lived in 
Mason City from 1870, where 





A. R. SALE 


he organized the first fire de- 
partment while holding office 
as city clerk. Later he became 
in succession assistant principal 
of the high school, county su- 
perintendent of schools, super- 
intendent of the local schools. 
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W.A. Tobler and Trust Co. Receivers for 
Winchester Repeating Arms Co., Inc. 


The 
Arms 


Winchester 
Go: 3nc.. 


Jan. 22 on an order of Federal 


Judge Edwin A. Thomas, acting 
on the application of the T. | 
D. Jones Coal Co., Inc.,| present management, it is in- 


A. 


which is owned by “Tad” Jones, } 


former Yale football coach. 
William A. Tobler, 
and general manager of Win- 
chester Repeating Arms Co., 
Inc., and the Union and New 
Haven Trust Co. were ap- 
pointed receivers. 

The directors of Winchester 
issued a statement covering the 
situation, from which we quote 
in part as follows: 

“The bill of complaint was 
filed by the T. A. D. Jones & 
Co., Inc., a creditor, and the 
Winchester company filed its 
answer admitting the allega- 
tions of the bill, which show 
that, while the company is amply 
solvent, its current operations 
have become embarrassed owing 
to the heavy interest and other 
charges coming due in the im- 
mediate future and to the diffi- 
culty of borrowing money at 
this time. 

“The purpose of this receiver- 
ship is to conserve the assets 
and business of the company, 
and thereby to protect the cred- 
itors and all other interests and 
to insure the uninterrupted con- 
continuance of the business. 
The order appointing the re- 
ceivers expressly provides for 
the continuance of the business. 

“A contributing factor lead- 
ing up to the receivership is 
found in the general depres- 
sion from which the entire 
country is suffering, thereby re- 
sulting in complete demoraliza- 
tion of prices of certain major 
lines of vital interest to the 


New Haven, 
Conn., went into receivership on 


Repeating welfare of this company. 








| 
' 


president | 


The 
fundamental cause, however, is 
directly attributable to economic 
conditions following the World 
War. 

“Concerning the work of the 


teresting to note the following 
allegation in the bill of com- 
plaint: ‘The complainant has no 
complaint against the present 
management of the defendant 
by its officers and board of di- 
rectors, but believes, on the con- 
trary, that it has beeen compe- 
tently and efficiently managed, 
and attributes its present finan- 
cial difficulties to abnormal con- 
ditions in trade and industry and 
to other conditions over which 
the defendant’s officers and di- 
rectors have had no control.’ 
It is hoped and believed that, 
through the medium of this 
Federal receivership, a fair and 
equitable plan of reorganization 
may be effected which will do 
justice to the security holders, 
general creditors and all others 
interested. Committees for the 
protection of the various secu- 
rity holders are now forming. 
“James T. Moran, chairman 
of the board of directors of the 
Southern New England Tele- 
phone Co., and a director for 
many years of the Winchester 
Repeating Arms Co. ‘and its 
predecessors, said that the point 
should be stressed that opera- 
tion of the business by receiv- 
ers will in no wise interrupt the 
friendly trade relations which 
this company has recently es- 
tablished as a result of improved 
and constructive sales policies, 
but, on the contrary, will aid 





| 


and assist in carrying forward 
the enterprise pending the re- 
organization.” 





WALTER P. HATCH DIES 


Walter Platt Hatch, 78, East 
Orange, N. J., died in that city 
Jan. 19. At the age of 14 he 
entered the cutlery trade, show- 
ing great skill in manufactur- 
ing in a short time. Mr. Hatch 
later headed a cutlery plant in 
Naugatuck Valley, Conn., and 
at one time headed the Hatch 
Cutlery Co., South Milwaukee, 
Wis. He was the inventor and 
patent holder of several cut- 
lery improvements, including 
the forged blade for shears and 
the small nut used on shears. 
Mr. Hatch once headed the 
Chicago Drop Forge & Foun- 
dry Co. Later he became a 
pioneer in the adaptation and 
use of typewriters in compiling 
records. He was one of the 





founders of the Elliott & Hatch 
Book Typewriter Co., which 
was later merged in the Under- 
wood Elliott-Fisher Co. 

Two sons, Clarence W. Hatch 
and Walter P. Hatch, survive. 





W. O. CHEARS, AGENT 
FOR MANUFACTURERS 


W. O. Chears has opened an 
office at 407 Norris Bldg., At- 
lanta, Ga., as manufacturers’ 
agent. He formerly traveled 
over the southern part of the 
country, visiting jobbers. Mr. 
Chears, who is well known in 
the South will represent: Reed 
& Price Mfg. Co., Worcester, 
Mass., screws; Turner & Sey- 
Mfg. Co., Torrington, 


mour 


hardware specialties; Lanebro 
Mfg. Co., Poughkeepsie, N. Y., 
door hangers, track and tackle | 
blocks; Silver Lake Co., New- | 
tonville, Mass., sash _ cord; 
Whitter Mills, Atlanta, Ga., 
twine; E. T. Fraim Lock Co., 
Lancaster, Pa., locks, and Freyd- 
berg Mfg. Co., New York City, 
weather stripping. 

Mr. Chears will cover south- 
eastern States, from the Vir- 
ginias to the Mississippi River. 
NATIONAL PIPE BENDING 
MAKES COLONIAL DESIGN 
KETTLES AND DIPPERS 


The National Pipe Bending 
Co., Lloyd and River Sts., New 
Haven, Conn., uses patterns, 
dies, etc., acquired from Ameri- 
can Brass Co. last fall. For 
several generations a line of 
extra heavy spun brass and cop- 
per kettles, pails and dippers 
were manufactured by Randolph 
Clowes Co., Waterbury, Conn., 
from which firm the American 
Brass Co. acquired the line. 

The National Pipe. Bending 
Co. now offers the former 
Clowes line to the hardware 
trade, including seamless, sol- 
derless and_ rustless_ kettles, 
pails, dippers and ladles. They 
are made in brass, copper, 
Everdur, Monel, nickel and 
Ambrac, in the patterns which 
were handed down from Co- 
lonial times. National kettles, 
pails, etc., have brass ears, brass 
bails and rims and extra heavy 
bottoms. 

In the Dec. 25 issue of HArp- 
WAGE AGE an editorial descrip- 
tion of one of the fireside ket- 
tles, for cordwood, was pub- 
lished, together with an illustra- 
tion. Some of the large size 
kettles have Colonial iron han- 
dles., 





HUNT-HELM-FERRIS CO. 





TOMPKINS, SALES MGR., 
DAVID MAYDOLE 
TOOL CO. 


C. E. Tompkins has _ been 
made general sales manager of 
the recently reorganized Da- 
vid Maydole Tool Corp., Nor- 
wich, N. Y. He is working on 
new sales policies for the com- 





Cc. E. TOMPKINS 


pany. He has had a wide ex- 
perience in the hardware field. 
For the past year he has been 


connected with the Westcott 
Chuck Co., Oneida, N. Y., 
where he was acting in the 


capacity of sales manager. Pre- 
viously, as eastern district man- 
ager, the Western Cartridge Co., 
East Alton, IIl., he pioneered 
and developed their business in 
the central and New England 
States and eastern Canada. 
Among the many changes that 
have already been put into prac- 
tice is the setting up of a new, 
strong and rigid sales and mer- 
chandising policy, offering pro- 
tection to the hardware jobbers 
and dealers. New policies cov- 
ering advertising and a com- 
plete system of supplying deal- 
ers with new sales helps, win- 





IS NOW STARLINE, INC. 


Starline, Inc., is the new 
name of Hunt-Helm-Ferris & 
Co., Inc., Harvard, Ill., makers 
of door hangers, door tracks 
and hay tools. For 47 years 
the company has been manu- 
facturing goods under the for- 
mer name. The change was 
made at a special stockholders 
meeting, held Jan. 2, to better 
identify the products of the com- 
pany with the name of the or- 
ganization. 

The new name will be more 
advantageous, as the company 
has long been known better as 
the Star people or the manu- 
facturers of Star goods. The 
change in name is not being ac- 
companied by any other change 
in business or personnel. The 
company also has branches at 
Albany, N. Y., and San Fran- 





kitchen utensils and 


Conn., 


dow displays and advertising 
are now being planned. These 
sales plans and policies are be- 
ing tempered by the slogan, 
1831-1931, a Century in Busi- 
ness. 


J. VOGT DIES IN AN 
AUTOMOBILE ACCIDENT 


J. Vogt, president and treas- 
urer, Knape & Vogt Mfg. Co., 
Grand Rapids, Mich. was 
killed Jan. 19, when his car 
plunged into the Grand River 
in Grand Rapids. 





L. D. MILLER JOINS 
WRIGHT & WILHELMY CO. 


Leonard D. Miller, former 
treasurer and credit manager, 
Lee-Kountze Hardware Co., 
Omaha, Neb., has joined the 
credit department of Wright & 





cisco, Cal. 





Wilhelmy Co., Omaha, Neb. 
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CARRINGTON IS ASST. TO 
VICE PRESIDENT OF 
WESTINGHOUSE CO. 


Malcolm Carrington was 
made assistant to the vice- 
president of the Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, Pa., on Jan. 1. He was 
formerly director of finished 
stocks. In his new capacity he 
will have general supervision of 
shipping stocks, order procedure 
and office operations. After 
graduating from college, he en- 
tered the railway and motor re- 
pair shops of what is now the 
Virginia Railway & Power Co. 
He remained with that com- 
pany for several years, work- 
ing as repairman in the elec- 
tric repair shops, attendant in 





the battery substation, instru- | 


ment and meter inspector, and 
then as designer of transmis- 
sion and distribution systems. 

In 1904 he entered the ser- 
vice of the Westinghouse com- 
pany, becoming assistant man- 
-ager of the railway and light- 
ing department in the East 
Pittsburgh works, three years 
later. Later he became assis- 
tant manager of the Chicago 
district, then general office man- 
ager. In 1926 he became di- 
rector of finished stocks. 





WASON HEADS MANNING, 
MAXWELL & MOORE, INC. 

R. R. Wason, for many years 
director of merchandising ‘for 
Proctor & Collier Co., Cincin- 
nati,’ Ohio, has become presi- 
dent of Manning, Maxwell & 
Moore, Inc., New York City, 
and of the Consolidated Ash- 
croft Hancock Co., one of the 
large subsidiaries of the Man- 
ning company. He succeeds C. 
A.’ Moore, who has been made 
chairman of the board. 
Wason’s experience has 
along the lines of merchandising 
and management problems. 
Early in 1929 he came East to 
represent banking interests in 
the Clark Lighter Co. 





E. N. SMITH, G. N. WEST, 
MANUFACTURERS’ AGENTS 


E. N. Smith and G. N. 
West, who for many years 
were buyers for Butler Bros., 
New York City, wholesale 
hardware distributors, resigned 
recently, They have formed a 
partnership as direct factory 
representatives. For the past 
30 years they have been mer- 
chandising extensively for But- 
ler Bros. and have had valuable 
experience in electrical supply 
and appliance, radio, tool, house 
furnishing and kitchenware, 
builders’ hardware, implement, 
cutlery, stove, paint and leather 
lines. Their experience has 
given them long association with 





Mr. | 
been | 








chain store, jobbing and larger 
retail organizations. 

‘Smith & West will make 
their headquarters at 141 Fifth 
Ave. New York City, where 
they will have offices and show- 
rooms. 





J. S. BONBRIGHT 


whose death occurred on Satur- 
day, Jan. 24, at his home in 
Haverford, Pa. Mr. Bonbright 
was vice-president and _ sales 
manager of the Pennsylvania 
Lawn Mower Works, Phila., 
Pa., and was well and favor- 
ably known to hardware men 
in all parts of the country. He 
suffered a stroke on New Year’s 
Day and had been hopelessly 
ill ever since. Word of his 
passing was received just at 
press time. 


WOOD-TURNERS SERVICE 
BUREAU HOLDS MEETING 


| The second annual meeting 
of the Wood-Turners Service 
Bureau was held in Boston, 


Mass., Jan. 9, with a large at- 
tendance of members and vis- 
itors. Regular business of the 
bureau was transacted, and new 
officers were elected for the 
year. H. S. Wing, Wing Spool 
& Bobbin Co., Kingfield, Me, 
was elected president of the bu- 
reau. Other officers are: Vice- 
president and treasurer, I. C. 
Bradley, C. E. Bradley Corp., 
Brattleboro, Vt., and secretary, 
| Arthur N. Stowell, N. S. Stow- 





ell Co. Inc., -Dixfield, Me. 
Members of the executive board 
are: Ned G. Begle, Berst- 
Forster-Dixfield Co, Grand 
Central Terminal, New York 


City; D. A. Belden, Baker, Mc- 
Millen Co., Akron, Ohio; J. 
P. Rogers, J. P. Rogers Co., 
Berlin, N. Y.; J. E. Henretta, 
Holgate Bros. Co., Kane, Pa., 
and H. E. Wheeler, Elmwood 
Button Co., Stratford, Conn. 

Sessions were held in the 
morning, afternoon and evening 
with a banquet at the Parker 
House. Open discussions were 
held on subjects of importance 
to the industry. At the after- 
noon session and banquet, ad- 
dresses on subjects of vital in- 
terest to wood-turning manu- 
facturers were made. 








Three employees of Sherwin-Williams Co., shown above, who 
have established records for long-time service, are, left to right: 
Major Oliver Box, superintendent of mines and smelters; Frank 


A. 


Stanton, general auditor, and Walter J. Komanec, assistant 


general auditor 





LATE ONLY ONCE IN TWENTY-FIVE YEARS 


No one has ever had to wait 
for Major Oliver Box. 
25 years’ service with the Sher- 
win-Williams Co., Cleveland, 
Ohio, where he is now super- 
intendent of mines and smelters, 
he has been late to work only 
one morning. He has _ never 
been away from his job pecause 
of illness and has made a habit 
of being on time. Nov. 10, 


1913, was the “disastrous day to | 


the perfect record of Major 
Box. On that day a blizzard 
tied the city’s transportation sys- 


In his | 


|tem in a knot, and he was 
forced to walk five miles 
| through snowdrifts and arrived 
at the plant one hour late. 

Recently he was_ presented 
with a shiny new wrist watch 
by the company for his long 
service with the concern. He 
was ohe of the three employees 
so honored. The 
| each of whom has served 25 
years, are Frank E. Stanton, 
general auditor, and Walter J. 
Komanec, assistant general au- 
ditor. 








R. K. ALBRIGHT HEADS 
BUFFALO BOLT CO. 


Raymond K. Albright 
recently elected president, Buf- 
falo Bolt Co., ‘North Tona- 
wanda, N. Y., succeeding Ralph 
Plumb, who died Jan. 3, 1931, 
of 


was 


after a prolonged illness 
nearly a year. 

Mr. Albright has been active- 
ly associated with the Buffalo 
Bolt Co. since 1898 and one 
of its executive managers since 
1905, when he became  vice- 
president. In 1921 he was also 
elected treasurer of the com- 
pany and will continue to hold 
that office. During Mr. Plumb’s 
serious illness he has been in 
full charge of the company. 

Ralph Hudson Plumb, son oi 
Mr. Plumb, has been elected a 
director of the company. J. 
J. McLaughlin has been elected 
vice-president in charge of op- 
eration, and Proctor Carr, 
vice-president in charge of sales. 


BISSELL OFFICERS ARE 
RE-ELECTED AT MEETING 

At the annual meeting of the 
Bissell Cé.. 
Grand Rapids, Mich., the fol- 


Carpet Sweeper 
lowing officers were re-elected : 
Chairman, Mrs. M. R. Bissell, 
Sr.; president, M. R. Bissell, 
Jr.; vice-president, T. W. Wil- 
liams; treasurer, S. C. Rap- 
ley; secretary, B. H. Vander- 
Mr. Rapley was made a 


| mass. 
| vice-president. The directors 
| continue as before: Mrs. Bis- 


sell, Mr. Bissell, Mr. Williams, 
Mr. Rapley, I. J. Bissell and 
W. E. Gill. 


| KARL M. MARTIN IS HEAD 





other two, | 


OF NUTMEGGERS 


Karl M. Martin, 
Mining & Mfg. Co., was elected 
president of The Nutmeggers 
at the Jan. 14 meeting, held at 
The City Club, Hartford, Conn. 
The other nominees for office 
mentioned in the Jan. 8 issue 
of HArpwWARE AGE were elected. 
for a term of three 


Minnesota 


Directors 
years were elected as follows: 
Stanley Mott, John J. Gillis, 
William Kane and H. D. Hol- 
den Past-president directors 
are: J. T. McCulloch and C. S. 
Phillips. 

Plans for the party in Feb- 
ruary were announced. It will 
he held at the Hotel Taft, New 
Haven, Conn., Feb. 18, start- 
ing at 7 p. m., under the chair- 
manship of Karl Martin, enter- 
tainment. Tickets are available 
from any member of The Nut- 
meggers. 
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Lufkin Maple Extension 
Rule No. X-46 


——_ Pees ee H 
aa gsr MAPLE wes | 
P| [ERIM exrension a | 

Folding extension rule ot ‘ : an 
No, X-46 is a 6 foot : 
maple rule, offered as 
a companion to the 
Lufkin boxwood_ ex- 
tension rule No. X- 
8536. The Lufkin Rule 
Co., Saginaw, Mich., 
offers the rule to re- 
tail for the suggested 
price of $1.00. It is 
of the same pattern as 
the boxwood type, with 
6 inch brass extension 
slide, for taking inside 
measurements of open- 
ings and for all regular 
measuring. Rule has eS | 
strike plates, preventing wear of markings in opening and closing, and 
improved type iock joints. The rule is packed in a combination stock 
and display box, containing six rules. Box has card in striking colors 

showing rule in use, and space with the price indicated. 























Safe Padlock No. 800 


The Safe Padlock & Hard- 
ware Co., Lancaster, Pa., re- 
cently announced the Ellison 
patented No. 800 Safe pad- 
lock, which embodies some 
entirely mew’ construction 
features, affording a maxi- 
mum of protection and safe- 
ty, according to the maker. 
The keyway of the lock is 
protected in a unique way, 
by two slotted disk tumblers, 
which safeguard the lock 
from being opened except 
by the engagement of the 
proper key. Construction 
of the lock includes quad- 
ruple locking shackle bolts. 
The lock operates by means 
of two disk tumblers with 
gear teeth which engage 
into corresponding teeth in 
a corrugated key. As the key enters the lock it revolves the disks, 
which in turn release the two outer bolts. At the same time the end 
of the key releases the inner bolts. The locking mechanism permits 
many changes, According to the maker the padlock mechanism is non- 
pickable and cannot be bumped or jarred open. Case is made of cast 
bronze metal and the shackle of case hardened steel. ‘“‘A’’ shows quad- 
ruple locking shackle bolts and “‘B’ shows the rotary slotted tumblers 
protecting the keyway. 








G. E. Washing Machines and Ironers 


General Electric Co., through its merchandise department in Bridgeport, 
Conn., offers the G.E. washing machines and ironers, featuring the 
Activator. Effective washing action starts at the water level, and a 
sturdy downward tug sweeps out air bubbles, pulling the clothes into 
the full power washing zone at the tips of the blades of the Activator. 
Biades flex the clothes, loosening embedded dirt particles and hot suds- 
filled water is forced through the clothes. Circular roll over movement 
of the clothes through the soapy water gives continuous return to the 
full power washing zone, with no twisting or braiding of clothes, with 
pieces constantly separated. Machines are full skirted with tubs of 
family capacity. They are finished in two shades of harmonizing blue, 
with ripple finish. Mechanism is fully enclosed and protected, but 
easily accessible. Machine has G.E. % hp. motor, insulated with rubber 
and is shock proof and cradle mounted. Transmission is sealed in oil, 
motor is wick fed from an oil reservoir. Model W, wringer type, has 
low stream design. Extracted water flows through special return drain 


to the tub, thus eliminating wet, slippery floors. Model C, extractor 
type, has spinner basket set on same post as the activator, so that wash- 
ing and drying can be carried on at one time. Both types of ironers 
have shoe of rust proof stainless “Allegheny” metal, with highly polished 
finish. Model R harmonizes with model W washer. Table model 
ironer is powered by its own G.E. motor, while Model R is powered by 
motor of the washer with which it is operated. List prices on washers 
are, B, $99.75; C, $109.75; W, $119.75, and on ironers: R, $54.50, and 
T, $84.50. Prices are slightly higher in Rocky Mountains and West. 
Dealer prices on washers vary from $59.85 to $83.85, and from $32.70 
to $59.15 on ironers, according to model and quantity. Model weights 
and dimensions are, W, 8 Ib. capacity, 186 Ib, 25 x 27 x 47 inches; C, 
8 Ib. capacity, 147 |b., 25 x 27 x 36 inches, and B, 6 Ib. capacity, 160 
Ib., 25 x 27 x 48 inches 








Homegolf Putting Green 





The Homegolf putting 
green, developed by a 
leading amateur, who 
was anxious to keep up 
his putting practice dur- 
ing the winter months 
is made by the Home- 
golf Mfg. Co., La Porte 
Ind. Its surface is of 
patented goat hair ma- 
terial, which is similar in 
surface and texture to 
grass greens, says the 
maker. Cup, which has 
opening % inch less 
than standard size to 
make its use more bene- 
ficial, lies flat on the 
green. Several interesting hazards are furnished with green, which 
may be placed under the green to give it a rolling effect, or on top to 
test skill and eye of the player. The green is 2 feet wide and 9 feet 
long. When not in use it may be rolled up and set out of the way 
in a small place. List price is $7.50 each. Dealer discount is 40 
per cent 
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Standard Royal Model Electric Ranges 


The Royal model electric 
ranges offered by The 
Standard Electric Stove 
Co., Toledo, Ohio, were 
recently supplemented by 
four new models. No. 
1136, the Regent, is il- 
lustrated. The new 
models are No. 1132, 
Duke; No. 1114, Duch- 
ess; No. 116, Consort, 
and No. 1136. No. 1132 
witn oven measurement 
of 16 x 14 x 18 inches, 
has 2 8-inch hotplates 
and 1 6-inch hotplate. 
It lists at $183.00, full 
automatic. Model 1114 
lists at $186.00, full au- 
tomatic. It has 3 8-inch 


hotplates and an oven 
measurement of 14 x 14 x 18 inches. No. 1116 with an oven 14 x 14 


x 18 inches has 4 8-inch hotplates and lists at $196.00, full automatic 
The model 1136, listing at $201.00, has 4 8-inch hotplates and an oven 
measuring 16 x 14 x 18 inches. All medels have conceated hinges, 
concealed bolts, streamline construction, new type plug in switches 
reciprocating and load balancing switches, aluminum lined ovens, ap- 
pliance receptacle and complete time and temperature control 








Union Fork & Hoe Co. 
Five Piece Window Trim 


A five piece display is offered dealers by The Union Fork & Hoe Co 
Columbus, Ohio. It is suitable for arrangement and use in any size 
and type of spring garden window and for later use inside the store 
Center panel shows Dad Atterbury (the Union trade character), while 
two side panels depict paintings of a flower and vegetable garden 





Small cards invite the passerby to come in for any gardening needs and 
for a free copy of the Union company’s new handbook on gardening 
Display, which is in full colors is furnished without cost to hardware 
and implement dealers, along with copies of the handbook and photo- 
graphs, suggesting effective spring windows 


Seal-Tite Bolt 


A Seal-Tite bolt especially designed 
for wood construction of al! kinds 
has recently been placed on the 
market by the Lewis Bolt G Nut 
Co., Minneapolis, Minn. Bolt is 
equipped with four fins on the 
shank beneath the head, which 
serve to hold the bolt from turn- 
ing. Fins are designed so that the 
surface of the fin which bears 
against the wood in tightening the bolt is on a radial plane. This 
effect, according to the maker, produces the maximum holding power 
against turning and completely does away with splitting action due to the 
wedge or inclined.plane effect of a countersunk, square head bolt 





thin to countersink flush with the surface 
of the wood. Pressure of its tapered surface against the wood fiber is 
said to produce a water-tight connection. Bolts are available in sizes 
ranging from 4 to 34 inches in diameter, in lengths of from one inch up. 


Head of bolt is sufficiently 





Automatic Heat Regulator 


The Automatic heat regulator is an all electric temperature regulator 
for coal, coke or gas furnaces, steam or hot water systems. The 
Automatic Heat Regulator Co., 2655 W. Harrison St., Chicago, IIl., 
makes this regulator. Thermostat is constructed so that it operates 
on a variation of less than one degree, states the manufacturer. Regu- 
lator, which operates the check damper and draft door, consists of a 
metal, one-piece Sylphon bellows with a vertical bulb, fi!led and sealed 
under a vaccum with a liquid which is remarkably sensitive to tempera- 
ture changes. Nichrome resistance wire is wrapped around the bellows 
bulb. When room temperature drops below temperature for which 
thermostat is set, therrnostat closes an electrical contact which causes 
electricity to flow through the resistance wire. heat thus produced 
raises the temperature of bulb, causing the bellows to expand and 
move the lever, which opens draft door and closes check damper. When 
temperature rises above point set, the electrical contact opens, per- 
mitting draft to close and check damper to open. Suggested retail 
selling price complete with special transformer, thermostat, pulleys and 
chain is $48.00 installed. 





Robbins & Myers 8-Inch 
Modernistic Fan 


Robbins & Myers, Inc., Springfield, Ohio, have announced an 8-inch 
modernistic oscillating fan as part of the 1931 line of desk, ceiling 
and ventilating fans. It is designed to harmonize with the furnishings 
of today’s homes and offices. Fan 
has smartly flared guard and bev- 
eled base, together with a shaded 
silver-like finish, giving the fan a 
very attractive and oversize ap- 
pearance. An unusual featuge of 
the modernistic fan’s construction 
is the Robbins & Myers masked 
oscillating mechanism mounted on 
the front of the fan between the 
motor and blades. All moving 
parts are thus concealed and pro- 
tected by the rigid guard, eliminat- 
ing possibility of contact with cur- 
tains or draperies and contributing 
much to the symmetry of the fan 
Swivel hinge joint permits instant 
adjustment to any vertical or wall 
mounting position. Fan is built 
in 25 and 60 cycle, 110 volt a.c 
types, listing at $14.25 and $12.75, 
speed toggle switch are included. 





respectively. Cord, plug and single 


Estwing Broad-Flooring Hatchet 


A hatchet, known as the 
Broad-Flooring hatchet, 
is made by the Estwing 
Mfg. Co., Rockford, II! 
Head cannot fly off as 
handle, shank and head 
are forged of one piece 








tool steel. A grip of 

leather washers is 

pressed and riveted together between a shoulder and steel end plate. 
Finish is of velvet non-slip lacquer type. Dealer cost is $1.33 each 


List price is $2.00 each 
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Metal Kraft Bird Bath 


Essential Products Co., 144 E. Wells - 
St., Milwaukee, Wis., offers a new 
modei wrought metal bird bath, fin- 
shed in attractive ivory and green 


acquer. !t stands 30 inches high, 
when placed, and bow! is out of 
reach of dogs and cats. Pedestal 


is pointed at bottom for easy driv- 
ing into the ground. Bowl is 17 
nches in diameter and is easily re- 
moved for cleaning. It is made of 
pecial lead coated steel, which is 
rust proof. Bath is demountable 
Six baths are packed in two ship- 
one for bowls, the 


Ding boxes, 
other for pedestals, weighting 41 


b. complete Assortments con- 
t of three green and three ivory 


baths Sugges selling 
price is $295 ealer cost is $1.75 
each, per dozen 50 each 





Super Lawn Edger 





Superior Products Co. 2916 S 
State St., Chicago, Il!., makes 
the Super lawn edger, suggested 


retail selling price of which 

$1.00 each. It is equipped with 
a high carbonated spring steel 
cutting blade, needing no ad 
justment. For grass growing 
between cracks of wa!k or curb 
the point is used, whereas grass 
growing under the bushes and 
around trees is reached by 
placing edger on its side and 
shaving surface away The 
too! provides sidewalk drainage 
by making and clearing a trench 
as well as removing grass and 
weed It may be used tod 








make trenches for planting 
seed. The tool is said to be 
used best after rain wher 





ground is moist 


Red Star and Alaskan Fire Extinguishers 


The General Mfg. Co., 4127 Forest Park Bivd., St. Louis, Mo., produces 
the Alaskan and Red Star model fire extinguishers. Alaskan model 
extinguisher is a 22 gal. pump type, non-freezing type, which does not 
require annual discharging. Pump is all brass, non-corrosive type, which 
will discharge an accurate, powerful, continuous stream approximately 
5 feet, according to the maker. This model is especial!y adapted 
ving equipment, motors, trucks, railways cars, steamships 
It is of non-splashing type, says the company. Weight 
It is charged with ten pounds of Alaskan 


Tor use on m 
barges, etc 
charged for use, is 40 Ib 





calcium chloride dissolved in two gallons of water. Red Star is a mode 
ef the same capacity as the Alaskan. Both models bear the inspectior 
eal of the Associated Factory Mutual Fire Insurance Comoanies. The 

1-5 constructed of cold rolled copper high!'v polished anc 
tested to 350 Ib. per square inch. Measurements are 23'4 x nche 
ot ER. a 10 It 





Pre ree 





Showcarder 
Sign Outfit 
Showcarder, Inc., 2324 
University Ave., St. Paul, 


Minn., makes this appli- 
ance for producing signs 
According to the manu- 
facturer this outfit makes 
signs at a cost of one or 
two cents Character 
plates used in operating 
the equipment are cut 
from alphabet designs 
created by foremost art- 
ists in the business. Their 
range is wide, both in 
style and size. They are supp!emented-«by numerous ornaments, rules, 
borders, illustrations and designs that further embellish and beautify 
the signs made. With the necessary card stock and ink the retailer 
may make one or more signs or display cards of a desired combination 





Dandy Kitchen Machine No. 82 


New Standard Corp., Mount Joy, Pa., offers the Dandy kitchen unit No 
82, with single action Whipper, spiral action cake mixer, fruit juice 
extractor, swirling drink mixer and double action whipper attachments 





It is supplied with glass bowls and jars ot 


tond 


Appliance is hand operated 
o the special mixing work for which it is in 
ipping weight is 14 Ib $5.00 





ed 


Ch 
on 


Suggested retail selling price is $6( 


Threadwell Pipe Wrench 
The Threadwell Tool C Mechanics Tool G&G Wrench Co., Lessee, 
reenfield, Mass., produces the Threadwell all steel Stillson pine wrench 

1e and spring of the wrench are guaranteed for the entire life of th 
too It j 


hr iohn: 
througnout 








made from highest grade materials and is heat-treated 
according to the maker, and is given a strength test 50 


per cent in excess of U. S Government specifications. Jaw and adjust- 
ng nut are interchangeable with all standard Stillson pipe wrenches 
The usual malleable iron frame has been replaced by a heavy gage 


teel frame, braced against spreading under side strain by two oversize 
rivets. Finish is black, rust-preventing lacquer, with side of iaws 
somely polished. Steel frame is given fine gunmetal finish. Sizes 
5, 8, 10, 14, 18 and 24 inches. Ranges are 4%” wire to 4” pipe, 
°” wire to 34” pipe, 4” wire to 1” pipe, 4%” wire to 114” pipe, 4” 


a con ie 
wire TO « pipe and /4 





wire to 22” pipe, respectively 














| 
| 
| 
| 


HARDWARE AGE for JANUARY 29, 1931 





wn | 
Cn 











Freight Loadings Decreased 
in Week Ended Jan. 10 


Loading of revenue freight for the 
week ended on Jan. 10 totaled 714,251 
cars, according to the car service di- 
vision of the American Railway As- 
sociation. 

This was an increase of 98,869 cars 
over the preceding week which in- 
cluded New Year’s holiday, but a de- 
crease of 148.210 cars below the same 
week last year. It also was a reduc- 
tion of 200,187 cars below the corre- 
sponding week in 1929. 


South Carolina’s Radio Tax 
Is Attacked by Dealers 


South Carolina’s radio tax. one of 
the baby members of the State’s rev- 
enue producing squad, is undergoing 
its baptismal fire. 

Like some of its predecessors in 
that group commonly referred to as 
“nuisance” or “luxury” taxes, it is 
finding its first year of life rather 
hard. 

The radio tax, the first of its kind 
in the United States, was passed by 
the 1930 General Assembly as a 
means of providing more cash for 
the State Tuberculosis Hospital. It 
ranges from 50 cents on sets costing 
$50 or less to $2.50 on sets costing 
$500 or more. 

The radio tax, if upheld by the 
courts, will join an unusual list of 
“luxury” taxes in this State. 

The Legislature, nearly ten years 
ago, began looking for something to 
tax in order to remove the burden of 
revenue-bearing from farm lands and 
real estate. 

Soft drinks, cigarettes, cigars, 
chewing tobacco, snuff, tickets to any 
kind of amusement, when priced at 
more than fifty cents, candy priced at 
$1 or more a pound, ammunition and 
gasoline all yield tribute to the State. 
_ Taxes on sporting goods, cut glass 
and cosmetics were repealed when 


GENERAL MARKET 
NEWS oF THE 


Hardware Demand 
is Moderate 


New York, Jan. 28.—The de- 
mand for hardware and allied lines 
is rather moderate in character. 
January and February are usually 
dull months and in this respect the 
present season is proving no ex- 
ception to the rule. Reports from 
the nation’s leading market centers 
indicate an improved demand in 
certain sections and unchanged con- 
ditions in others. 

Hardware activity in the Boston 
and Pittsburgh territories is hold- 
ing up well with that of a year ago. 
Prospects are bright in the terri- 
tory served by Minneapolis and 
St. Paul. Less favorable conditions 
are said to prevail in the Memphis, 
Atlanta, Chicago, Cincinnati and 
New York trading areas. 

Although numerous price re- 
visions have recently been an- 
nounced by manufacturers, but few 
changes of importance have become 
effective. The majority of price 
changes have been in the nature of 
slight readjustments to a_ lower 
basis. At the same time, however, 
advances have registered in some 
instances. 

Some improvement has _ been 
noted in the credit situation. The 
average of collections is considered 
fairly satisfactory. 





citizens turned their trade to out-of- 
state stores. Repeated efforts to put 
a one cent a pound tax on sugar failed 
again last year. 

An effort to place a tax on fruit 
jars, advocated by legislators who de- 
clared bootleggers sold their product 
in them, was attempted several years 
ago. 






WEEK 









Week’s Price Average Was 
77.9 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 
Jan. 17, based on Dun’s quotations, 
averaged 77.9 per cent. 

The December average was 79.6. 
The purchasing power of the dollar 
on a 1926 basis of 100c. was 128.4c. 
The December average was 125.7c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
68.6. The December average was 70. 

The Italian index on the revised 
1926 basis for the week ended Jan. 10 
was 55.7. The yearly average was 
62.8. 





Farm Price Index Declines 
to Lowest Level in 15 Years 


For the first time in fifteen years 
the index of prices received by farm- 
ers dropped below 100, according to 
the Bureau of Agricultural Economics 
of the Department of Agriculture, 
whieh recently announced the index 
for Dec. 15 at 97. This compares with 
103 in November, 135 in December, 
1929, and 100 in the five years before 
the war. 

The December decline in the general 
index was caused by lower prices of 
cotton, potatoes, hay, hogs, eggs, 
butter, wool and chickens, which more 
than offset the somewhat higher 
prices of oats, barley, wheat, flax and 
apples. 


Exceptional Kills Reported in 
Pennsylvania Hunting Season 


During the Pennsylvania game sea- 
son this fall 20,088 buck deer, 6000 
does, 696 bears and 2500 wild turkeys 
were killed in the State, the State 
Game Commission announced recently. 

A new record was established this 
year in hunting licenses, 529,571 being 
issued to residents of the State and 
6014 to non-residents. The figures 
were increases of 24,468 in the resi- 
dent and 1191 in the non-resident 
licenses, as compared with last year. 
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Alvan T. Simonds Declares 
Business Will Soon Boom 


Alvan T. Simonds, president of the 
Simonds Saw & Steel Co., Fitchburg, 
Mass., addressed more than 150 mem- 
bers of the Society of Industrial En- 
gineers, the Taylor Society and the 
Associated Industries of Massachu- 
setts at the University Club, Boston, 
Mass., on Wednesday evening, Jan. 
14. Mr. Simonds treated with the 
possibility of forestalling future de- 
pressions. 

He attacked the blindness of busi- 
ness men during periods of depres- 
“sion, and asserted repeatedly that 
business is going to boom in the near 
future. “I am of the opinion,” he 
said, “that cyclical declines in busi- 
ness may become simply breathing 
spells in which producers may catch 
up with progress by making exten- 
sions and other improvements. I do 
believe that depressions of great se- 
verity, like those of 1921 and 1930, 
can be greatly mitigated. 

“We are now able to forecast many 
months in advance each cyclical 
swing in business. It has been found 
that major swings in the cost of 
credit forecast many months in ad- 
vance major swings in business ac- 
tivity. If sufficient publicity had 
been given to these forecasts in the 
latter part of 1928 and early in 1929 
it is probable that the severity of the 
present depression might have been 
greatly reduced. Business men and 
editors have been opposed to publish- 
ing business forecasts that indicated 
declining business ahead. I believe 
that this should be changed; that no 
opinion, whatever high source it 
comes from, should be given much 
consideration unless the facts upon 
which it is based are clearly stated.” 


Wholesale Price Index Declined 
in Week Ended Jan. 17 


The weekly wholesale price index of 
the National Fertilizer Association, 
based on 476 quotations, declined 9 
fractional points during ‘the week 
ended Jan. 17. ' During the preceding 
week the index number advanced 3 
factional points. The index number 
now stands at 78.2, compared with 
79.1 for the preceding week and 94 
for the corresponding week a year 
ago. (The index number 100 repre- 
sents the average for the three years 
1926, through 1928.) 

Nine of the fourteen groups com- 
prising the index declined, four ad- 
vanced and the remaining group of 
agricultural implements showed no 
change during the latest week. The 
groups which advanced were metals, 
building materials, fertilizer materials 
and grains, feeds and live stock. The 
largest gain was shown in the group 
of building materials. The groups of 


other foods, house furnishings, chem- 
icals and drugs and fats and oils each 
decline more than 1 full point. 

The prices for 19 commodities ad- 
vanced during the latest week, while 
the prices for 37 commodities declined. 
Advances were noted in cottonseed 
meal, wheat, hogs, feedstuffs, fin- 
ished steel, brick, lumber and rubber. 
Among the commodities that declined 
were cotton, wool, practically all fats 
and oils, eggs, oranges, milk, zinc, 
cement, gasoline, leather and hides. 


Business Failure Reports Vary 
Totals Are Unusually High 


Decided differences in the trend of 
the commercial failure record for the 
week ended Jan. 17 were reported by 
the business reviews. While both 
Bradstreet’s and Dun’s reports agreed 
that failures had increased in num- 
ber as compared with a year ago, 
Bradstreet’s showed an increase for 
the week, while R. G. Dun & Co. indi- 
cated there had been a sharp decrease. 

The former agency showed a total 
of 783 failures, compared with 768 
the preceding week, and with 560 in 
the same week of 1930. Dun’s reports 
indicated a total of 796 defaults, 
against the record number of 927 a 
week ago, and 638 a year ago. 

Bradstreet’s compilation showed a 
decrease in the number of failures in 
both the small businesses and those 
using up to $25,000 of capital. In the 
former classification the number of 
failures represented 74.5 per cent of 
the grand total, against 75 per cent a 
week ago, while failures in the next 
larger class of businesses fell 2 per 
cent to 13.7 per cent of the whole 
number. R. G. Dun & Co stated that 
of the 796 failures reported for the 
week,.524 had liabilities of more than 
$5,000. This figure compared with 401 
failures of the same size a year ago. 


Bank Debits Declined 
in Week Ended Jan. 14 


Debits to individual accounts, as 
reported to the Federal Reserve Board 
by bank in leading cities for the week 
ended Jan. 14, aggregated $10,576,- 
000,000, or 21 per cent below the total 
reported for the preceding week, 
which included but five business days, 
and 25 per cent below the total re- 
ported for the corresponding week of 
last year. 

Aggregate debits for 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $9,867,000,000, as compared with 
$12,405,000,000 for the preceding week 
and $13,211,000,000 for the week 
ended Jan. 15 of last year. 


Use of Aluminum Increases 
300% in Past Fifteen Years 


Development of many new and im- 
portant uses for aluminum has re- 
sulted in upward of a 300 per cent 
increase in the use of that metal in 
the United States during the past 15 
years, according to a survey of the 
Aluminum Co. of America just com- 
pleted by Pask & Walbridge, members 
of the New York Stock Exchange. 

The United States today is the 
largest producer and user of alu- 
minum in the world. This country is 
now refining more than 200,000,000 
pounds of* aluminum annually, alu- 
minum forming about one-twelfth of 
the earth’s crust. Practically the 
entire manufacture of aluminum in 
the United States and Canada is con- 
trolled by the Aluminum Co. of Amer- 
ica as well as about 50 per cent of the 
world’s entire production. 

Aluminum is now being largely 
used in the manufacture of cables, 
paint, furniture, ink, railroad and 
street cars, boats and airplanes, and 
other products in which weight plays 
an important part. The average 
citizen thinks of aluminum only in 
connection with kitchen utensils. 

Howeyer, aluminum is now being 
used for many purposes, including the 
following more important uses: Shin- 
gles, engine grease, engine fittings, 
building beam and sheet construction, 
girders, electric light fittings, nails 
and screws, weather strips, china, 
electrical appliances of all kinds, 
boats, jar tops, razors, pipes, auto- 
mobile parts, fireworks and welding 
powder. 

There are approximately fifteen 
trolley companies in the United States 
experimenting with  all-aluminum 
cars. These cars are about one-third 
the weight of the ordinary steel trolley 
car and this brings about a large sav- 
ing of power and wear and tear. Cer- 
tain railroads also are experimenting 
with all-aluminum trains. 

In 48 important new buildings built 
in the United States during the past 
year, architects have specified alu- 
minum girders, window sills, door 
saddles, ventilators, coping panels, 
roof drains, hand rails, staircases, 
balconies, down-spouts, store fronts, 
screens, lobby decorations and mul- 
lions. 


Bank Clearings Show Decline 
for Week Ended Jan. 15 


Bank clearings in the United States 
for the week ended Jan. 15, as re- 
ported to Bradstreet’s Journal, aggre- 
gated $8,357,565,000, as against $11,- 
490,945,000 last week and $11,058,- 
270,000 in this week last year. There 
is here shown a decrease of 27.2 per 
cent from last week and of 24.4 per 
cent from the like week of 1930. Ca- 
nadian clearings aggregated $232,679,- 
000, against $313,042,000 last week 
and $329,436,000 last year. 
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HOW’S BUSINESS > 


SURG Ta Se MEXT “APOWT He 
CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


ca ECONOMIC EX- There is no self starter attached to consumer de- They are giving their employees the assurance that 


PERTS—EDITORS OF BUSINESS 
PAPERS PUBLISHED By THE 
United Business Publishers, Inc. 


mand. 


“Buy More” must be preceded by a spirit their jobs and earnings are secure, and are capital- 
f “Sell More” on the part of manufacturers and izing this sense of security by setting quotas of 


—HERE PRESENT A COMBINED merchants, alike. business and then demanding initiative and coopera- 
OPINION ABOUT THE COURSE OF : : tion all down the line. 

BUSINESS DURING THE MONTH Many concerns are girding themselves for a year of 

eee ee ee extraordinary sales promotion effort, realizing that A definite trend toward optimism in the press has 


OTHER RECORDS PROVIDE YOU WITH 
HISTORY OF RECENT MONTHS, THIS 


their selling program in the coming months will be 


done much to relieve the defeatist attitude that was 
maintained in many minds during the last quarter 


BOARD OF EXPERTS DEALS ONLY effective in proportion to its being aggressive and ass a P 
Se ee ae eee me See carefully planned. While the interdependence of of 1930. Psychologically, a turn was anticipated in 
ARE BASED ON CLOSE CONTACT many minds with the stepover into the new year 


WITH THE MORE THAN 400,000 


business has been forcefully brought home to many 


and as we approach that little brother in the family 





s i i ncern , ; 

a rescaling on aati a van eo and lines of endeavor, : those : conce . of months, February, there is every reason to believe 
: 5 = whose record will be most favorable at the end of Sie es 

FIELDS OF RETAILING AND IN- abies that with the majority satisfied the bottom has 
acneny. ‘ the first half, or at the termination of the year, are been reached and passed, that those concerns who 
not sitting complacently by the side of the road are aggressively wooing Business will find her a 
\ waiting for someone else to start and lead the pro- = much less adamant lady, more inclined to give con- 

cession. sideration and approval to determined advances. 

THE COURSE OF BUSINESS FORECAST FOR NEXT MONTH 
BUSINESS SALES RETAIL STOCKS COLLECTIONS COMMENTS 





Passenger cars 15% to 
20% better and trucks 
6% better in Feb., as 
AUTOMOTIVE compared with Jan. '31 
and 36% and 15% less re- 
oo than in Feb. 


Passenger cars slightly 
higher and trucks about 
the same as Jan. ’31, 
and both lower than Feb. 


Since 1930 sales were not 
strongly affected until 
Same as Jan. ’31, and after the first quarter; 
somewhat better than first quarter car sales in 
Feb. ’30, in both lines. ’31 are not expected to 
equal or better’ last 

year’s performance. 











Feb. about same as Jan. 
DEPARTMENT , 
STORES = 10% less than Feb. 


Stocks 2% less than Jan., 
— 12% less than Feb. 


. 
Sales Promotion (which 
. . does not mean “Sales” 
Collections on a par with in the usual sense) is the 


Jan. ’31, and Feb. ’30. present day problem with 
the retailers. 

















less and other lines the 
same as Feb. ’30. 


Approximately 10% bet- | : 
, About 10% larger than Slightly better than Jan. Volume of orders for 
HARDWARE te" than Jan. ’31, and | Jan. '31, and about 10%  '31, but somewhat siow- | Spring delivery indicates 
130, ‘| under Feb. '30. er than Feb. ’30, optimism of the trade. 
will show slight. decrease Continuance of recent A pronounced spirit of 
in Feb as compared improvement _ indicated. optimism pervades the 
INSURANCE with Jan Prneenny | eae Outstanding balances majority of insurance 
. lower and_ collections offices. 


easier than Feb. ’30. 








Expectations vary in dif- 
poe a ho e 
w oe slightly less than 
JEWELRY Jan. '31, and less in 
amount but greater in 
number than Feb. ’30. 


Generally less than Jan. 
a and lower than Feb. 
’ 


Lower among credit Lowered buying of high 
jewelers and the same priced items at Christ- 
among cash jewelers as mas has left many re- 
Jan. '31, and as _ com- tailers with unbalanced 
pared with Feb. ’30. stocks. 





MACHINERY Steel production about 
METAL 50% “. et of capacity 
PRODUCTS i ; compared 
METAL with wr) ro “30% in Jan. 


Spring recovery in steel 
business depends to large 
extent’ on conditions in 


eae ee building construction, 
railroads, and automo- 
tives. 





PLUMBING Slight improvement over 


About the same as Jan. 


This industry will not 


Siow, but better than come into its own until 








less dollars. 





20% less. 


AND Jan. ’31, but below Feb. 31, and considerably Jan. '31 and somewhat J , os A 
HEATING _— lower than Feb. '30. better than Feb. ’30. Hoge «laa 
Retail liquidation con- Stock reduction contin- . While buying is cautious 

SHOES tinues. Compared with ues. National average, Suns ubmanten te — the majority of stores 
Feb. ’30, more units, but compared to Feb. ’30, will be in the market in 


ar: Feb. for spot deliveries. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHICAGO, Jan. 27. 


HATEVER may be the 
\ \ matter with business, it can- 
not be laid to the lack of 
money in the big banks. Their supply 
is bigger than ever. If this were not 
so, the situation, which some authori- 
ties declare passed its crisis thirty or 
forty days ago, would be vastly worse. 
Better feeling prevails. Of this there 
can be little doubt. With employment 
somewhat on the increase, sentiment 
is far brighter than it was toward the 
end of 1930. According to the Ameri- 
can Banker the 100 strongest banks 
in the country had $22,158,278,318 on 
deposit Dec. 31, or an increase of 
more than 300 million dollars during 
the year. Since 1924 deposits in these 
banks had nearly doubled. 


SCREEN WIRE 


Evidently the makers and jobbers 
of wire screen cloth had enough of 
price-cutting last spring. There is an 
entire absence of such warfare this 
selling season, whereas in the fore 
part of 1930 hostility prevailed. Man- 
ufacturers and wholesalers are now 
holding firmly to 1931 price lists and 
orders from the retail trade are com- 
ing in more freely. Though the quan- 
tities tend to be small, the sizes or- 
dered are numerous, indicating that 
dealers’ stocks have run low. This is 
a condition, of course, that inevitably 
leans toward increased cost of produc- 
tion, warehousing and sale. Unless 
initial orders become larger the pres- 
ent firmness seems quite likely to 
continue. 


BARGAINS AVAILABLE 


As usual, inventory time at the fac- 
tories and jobbing houses always 
brings to light the annual lot of sur- 
plus stocks and slow sellers, which are 
ordinarily offered the trade during 
January and February at very low 
prices. The current season is no ex- 
ception to this general practice. Job- 
bers here have prepared a listing of 
inventory clean-ups. These are now 
featured at prices said to be at or 
below wholesale costs. Dealers have 
been apprised that they can pick up 
scme of these bargains at figures not 
likely to be available later. 


PRICE REVISIONS 


Maydole hammers have been re- 
duced approximately 10 per cent. 
Master Blue Streak can-openers have 
been reduced in price from $16 per 





AT A GLANCE 


Since 1924 bank deposits in 
100 leading banks have nearly 
doubled, indicating that lack 
of money has not caused the 
business depression. 

* # #& 

Quotations on screen wire 
are being well maintained. 
Special prices have made bar- 
gains available to dealers. 

* 8 * 

Several price changes have 
been made. Most revisions 
are to a lower basis. A 
steady gain in future orders 
is reported as the season ad- 


vances. 
&¢ & 


Some seasonal lines are 
quite active. Some relief in 
the unemployment situation 
has registered in industrial 
districts. 











dozen to $14; a retail price of $1.75 
is suggested, instead of $2. Builders’ 
hardware continues quiet, although 
some orders for spring delivery are 
being placed on account of the pre- 
vailing low prices on locksets. Fig- 
ures remain firm on electrical acces- 
sories. Except for the usual fair run 
of fill-in orders, volume is seasonally 
light. Simonds cross-cut saws have 
been reduced in price by 10 per cent. 
Since the first of the year the trade 
on high grade cross-cut saws has been 
rather active. The demand for sledges 
and wedges also continues good. 


FUTURE ORDERS 


Hardware salesmen report a steady 
gain in futures as the season ad- 
vances, in contrast with the compara- 
tive sluggishness in November and 
December, when it was difficult to get 
dealers to order for spring resale. 
Retail stocks are still down wellnigh 
to the minimum and many merchants 
readily admit the necessity of order- 
ing soon. Most of the jobbers are 
facing spring with well assorted 
stocks. 


SEASONAL GOODS 


Most youngsters demand action. If 
they can’t get it on the ice they take 
tc the sidewalks. This accounts for 
the fair degree of activity in roller 
skates. ‘Throughout much of the 
Middle West the winter has been mild, 
scarcely cold enough to keep good ice 


Steady Gain in Futures Reported 
Wholesale Stocks Are Well Assorted 


on the ponds and rinks. Some of the 


‘children -have turned to roller skates. 


It is noticeable, too, that the after- 
Christmas trade lasted several weeks 
into the new year. Having received 
gifts of money, a good many young 
people have been buying what they 
pleased at the hardware stores and 
elsewhere. Hence, as usual, the holi- 
day trade has been prolonged. Until 
the recent snowfall the call for skis 
has been relatively slight. The move- 
ment of automobile chains has also 
been subnormal. 


DEALERS FAIRLY BUSY 


Not so many meetings of jobbers’ 
salesmen were held at headquarters 
around the first of the year as usual. 
Most of them have remained out on 
the territories consistently. Though 
January and February are always 
conspicuously low months on the hard- 
ware calendar, many dealers are keep- 
ing themselves and their staffs fairly 
busy. In the industrial districts some 
relief in the unemployment situation 
has already registered. 


Abridged Lessons for Every 
Central Station Employee 


“A Course of Study in Home Light- 
ing,” fifteen lessons, issued by the Edison 
Lamp Works of General Electric Co., 
last November, met with such immediate 
success that, following numerous re- 
quests, a second abridged edition of ten 
lessons in smaller size has been pub- 
lished to permit wider distribution at 
less cost. Edison Lamp Works has pre- 
pared the ten-lesson course, printed by 
offset process from the pages of the 
original series, on pages 434 x 6% in. 
in size. Material presented in these 
smaller booklets is adequate to give each 
user a basis of home lighting knowledge, 
which will enable him to answer intelli- 
gently most inquiries put to him by cus- 
tomers with whom he comes in contact, 
thus increasing his usefulness to the com- 
pany employing him. 

To provide for operation, either direct 
or by correspondence, of a brief study 
course based on these lessons, questions 
printed on separate sheets, with adequate 
space to insert answers, are provided with 
each booklet. Copies may be received 
free of charge in quantities from Edi- 
son Lamp Works of General Electric Co., 
Nela Park, Cleveland, Ohio. 

















HARDWARE AGE for JANUARY 29, 1931 57 





ATLANTA: 


(Atlanta office of HARDWARE AGE) 

ATLANTA, Jan. 27. 
HILE business with hard- 
\ \ ware jobbers in this terri- 
tory has shown considerable 
improvement during the past few 
weeks, reports are that sales volume 
is far from being up to that of the 
ecrresponding period of a year ago. 
Figures indicate that business for De- 
cember last was off from 20 per cent 
to 30 per cent from that of the same 
month a year ago, and unless sales 
show a decided increase for the re- 
maining days of this month, January 
will show a greater decrease in sales 
over January of last year than De- 

cember. 

Despite the adverse tone of these 
recent sales figures, both jobbers and 
retailers continue to express confi- 
dence in an early revival of trade ac- 
tivities and are of firm opinion that 
we are advancing slowly yet gradu- 
ally to a reconstruction of business. 


CURRENT DEMAND 


Plow goods, stoves, ranges, stove 
pipe, collars, plow gearing and farm- 
ing tools are leading in demand at 
this time. Orders for spring delivery 
are running light; however, recent 
bookings are reported on _ screen 
goods, hoes, rakes, freezers and other 
small items. Seasonal and warmer 
weather is soon expected to stimulate 
activity on these commodities. 


STOCKS ON HAND 


Jobbers’ stocks are very well as- 
sorted at this time and reports from 
the territory indicate that dealer 
stocks are in fairly good condition, 
and that most of them are carrying a 
very good assortment of seasonal 
items. 


PRICE SITUATION 


Price changes during the past two 
weeks have been few and none of im- 
portance have been brought to atten- 
tion at this reporting. 


COLLECTIONS 


Wholesale collections at this time 
are considered as being fair, although 
rather spotty. Conditions in some 
parts of the territory are very un- 
favorable, due to numerous bank fail- 
ures and extreme depressive condi- 
tions; however, when consideration 





AT A GLANCE 


Business with hardware job- 
bers has shown improvement 
in recent weeks, but sales vol- 
ume is behind that of the same 
time a year ago. 

* 8 & 

Wholesalers as well as re- 
tailers have expressed confi- 
dence in an early revival of 
trade activity. Farm supplies 
are leading in demand at pres- 


ent. 
¢ & & 


Wholesale stocks are well 
assorted and dealer stocks are 
in fairly good condition. Few 
price changes of importance 
have become effective re- 


cently. soe el 


Capital for making agri- 
cultural crops is a problem 
facing the Southern farmer. 
The construction outlook is 
bright. Improvement is also 
expected in the employment 
situation. 











is taken of fundamental conditions 
throughout the territory as a whole, 
collections are averaging very good. 


AGRICULTURE 


Capital for the making of this 
year’s crop has been a problem to the 
Southern farmer. Following a year 
in which little and sometimes nothing 
was obtained for their labors and due 
to their inability to raise funds, farm- 
ers will be forced to produce the 1931 
crop with a minimum amount of cash. 
Not only are they faced with financial 
problems, they are faced with the 
problem of overproduction in most 
every agricultural product. They are 
told that there is not only a surplus 
of most everything, but to make the 
situation still more difficult, the buy- 
ing power of the consumer is not as 
great as it was a year ago. 

Physically, the outlook for this 
year’s crop is good. Oldtimers say 
that good crops usually follow cold 
winters and heavy snows. Much of 
the cotton belt has been covered with 
snow this winter. The snow has 
melted and left the soil mellow and 
tillable. This will help in preparing 
a good seed bed. Thorough prepara- 


Sales Are Behind a Year Ago 


Confidence in Revival Is Shown 


tion of the seed bed this year will be 
one of the best ways of increasing 
yields without adding much to cost of 
production. The prospect for a good 
crop of small grain is splendid at this 
time. If it gets through the winter 
without damage it will help wonder- 
fully in taking care of the feed situ- 
ation. 


CONSTRUCTION 


Construction, engineering and build- 
ing contracts awarded last year in 
the 16 Southern States set a new high 
record, and exceeded by many millions 
the aggregate valuation of 1929. In 
each of the last four months of 1930 
contract awards were higher than for 
the corresponding months of 1929. 
Thus, considering the lettings in the 
last quarter of 1930 and the large 
volume of new undertakings, the out- 
look for a continuation of construc- 
tion and industrial work in the South 
during the early months of this year 
is very bright. With increased gov- 
ernmental appropriations for high- 
way construction, with the Govern- 
ment’s effort to speed up _ public 
building, and with numerous impor- 
tant projects on which construction 
has been deferred, together with op- 
portunities to effect savings through 
decreased cost of materials and in- 
creased efficiency of workers, there 
is,assured a formidable construction 
program for the South in 1931. 


EMPLOYMENT 


With the present program of con- 
struction and _ industrial activity 
ahead, the employment situation 
should soon show signs of improve- 
ment. Much, too, is dependent on the 
cutcome of the farm relief program 
and the outlook for making of this 
year’s crop. Thousands of rural fam- 
ilies have been forced into towns to 
seek other means of a livelihood due 
to their inability to finance themselves 
through another crop season, and if 
something can be done to enable these 
families to return to their respective 
occupations much will be done to re- 
lieve the unemployment situation. 
Textile mills employ thousands of 
people in the South, and from all in- 
dications textile conditions are healthy 
and the outlook bright. It is asserted 
that most of the textile mills through- 
out the entire cotton belt are resum- 
ing activity and are now running on 
a basis of 55 hours weekly. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Jan. 27. 
MALL orders to replace depleted 
S inventories continue to come to 
jobbers in fair volume and con- 
stitute the bulk of current shipments 
out of stock. While this movement 
has not been in sufficient volume to 
justify a normal seasonal advance in 
business, the usual January upturn 
seems to be more drawn out than is 
ordinarily the case, and total volume 
may compare favorably with previous 
years before the month is over. 


SPRING GOODS 


Advance orders for spring goods 
continue to come in in fair volume, 
although retailers in some localities 
are still unwilling to commit them- 
selves this far in advance. Generally 
speaking, carry-over stocks of this 
type of merchandise are rather light, 
and for this reason jobbers believe 
that an active demand cannot be de- 
layed indefinitely. Screen wire cloth, 
screen doors and windows, incubators 
and other poultry supplies and, to a 
lesser extent, farm and garden tools 
are accounting for most of the ad- 
vance orders now coming to local 


jobbers. 
WINTER GOODS 


Colder weather in recent weeks has 
promoted sales of snow shovels, stove 
pipe, sleds and ventilators to a certain 
extent, but the season is now too far 
advanced to bring about a demand 
which would enable jobbers to reduce 
their stocks to desired levels. Cur- 
rent orders for this type of merchan- 
dise are generally for single items or 
small lots, and indicate the desire of 
retailers to maintain their own stocks 
at a low point. 


PRICE CHANGES 


Price changes during the week have 
been of considerable importance, in- 
volving such products as automobile 
tires, paints and white lead. Reduc- 
tions in tires range from 7 to 12 per 
cent, and represent the sharpest cut 
in considerable time. While many 
jobbers are no longer heavily inter- 
ested in the tire business because of 
the competition of direct distributors, 
filling stations, etc., others still carry 
a fair stock even though turnover is 
considerably more difficult than it was 
a few years ago. 

Reductions in paint prices amount 
to about 50c. a gal., bringing paint to 
the lowest level in recent years. 
White lead is now quoted at 13.25c. per 
lb., a reduction from the 13.75c. per 
lb., which has been quoted for sev- 
eral months. Turpentine is unchanged 
at 50c. per gal. in barrel lots, and lin- 





AT A GLANCE 


The usual January upturn 
has extended over a longer 
period than is customary. As 
a result, sales for the month 
may compare favorably with 
that of previous years. 

* 8 # 

Advance orders for Spring 
goods are being received in 
fair volume. Colder weather 
has stimulated the demand for 
Winter merchandise. 

* * & 

Several price changes of 
considerable importance have 
recently been made. The re- 
visions involve automobile 
tires, paints, white lead and 
other items. 

* % # 

Collections are below nor- 
mal, although they have 
shown improvement since the 
first of the year. 











seed oil continues at slightly more 
than 10c. per lb. in barrels. 

Jobbers have announced a slight 
reduction in steel carpenters’ squares, 
with the No. 14 plain now quoted at 
$12 a doz., and No. 14 glued at $16.50 
per doz. Other numbers in this line 
have not been revised. Wire nails 
continue at $2.15 to $2.20 per keg, and 
reflect the recent strength in mill 
quotations. While reports of ad- 
vanced prices are heard in_ steel 
circles, no immediate action is ex- 
pected. 


INDUSTRIAL CONDITIONS 


‘Basic industrial conditions in the 
Pittsburgh district are generally un- 
changed. Steel mill operations are 
holding at recent levels and current 
specifications are barely sufficient to 
maintain this rate. However, indi- 
vidual indications toward improve- 
ment are noted in the current situ- 
ation, among them being improved 
specifications for tin plate, heavier 
orders for line pipe and increased 
prospects for heavy construction 
work calling for considerable tonnages 
of structural shapes and reinforcing 
bars. 

While this business cannot be ex- 
pected to benefit local rolling mills 
until March or April, gradual expand- 
ing production in the automobile in- 
dustry is expected to help maintain 


January Volume Is Near Normal 
Several Price Revisions Effective 


steel production at around recent 
levels, or slightly higher until spring 
activity brings further improvement. 
A few blast furnaces have been blown 
in since the first of the year, and open 
hearth production in the district has 
risen to 45 per cent, or practically 
double the very low rate reached dur- 
ing the latter part of December. Fin- 
ishing mill activity as a whole is 
hardly as high as open-hearth output, 
although some lines, particularly tin 
plate, are running at a much higher 


level. 
GLASS INDUSTRY 


Most of the glass factories in west- 
ern Pennsylvania have resumed oper- 
ations on limited schedules, but pro- 
duction is still less than 50 per cent 
of normal. Somewhat heavier orders 
are coming from the automobile indus- 
try, but the building trades offer little 
encouragement except in a replace- 
ment way. The favorable reception 
of the recent exhibition of glassware 
held in this district was considered an 
omen for better business, and orders 
placed enabled local companies to im- 
prove their schedules before spring. 


COAL INDUSTRY 


Slightly heavier demand for coal and 
coke has been stimulated by recent 
cold weather, but domestic consump- 
tion still drags. While this busincss 
ordinarily offsets the loss of lake ton- 
nage at the close of navigation in the 
late fall, the movement has not been 
sufficient this year and the coal busi- 
ness has shown no real improvement 
from fall levels. Production of coke 
in the Connellsville region is very low, 
although a few companies have placed 
additional ovens in operation because 
of slight increases in foundry ship- 


ments. 
RETAIL TRADE 


Retail trade since the first of the 
year has been exceedingly dull and 
January sales, even though character- 
ized by very low prices, have not 
stimulated department store business 
materially. The unemployment situ- 
ation has improved very little and, 
while fewer persons are entirely out of 
work than was the case in Decem- 
ber, scarcely any labor is employed 
on a full-time basis. The stagger 
system now in general use among the 
larger industrial companies provides 
little surplus income. 


COLLECTIONS 


Collections, which have improved 
moderately since the first of the year, 
are below normal and the hardware 
trade is faced with considerable diffi- 
culties in outlying western Pennsy]l- 
vania ‘points. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Jan. 27. 
S further indications that the 
Northwest tributary to the 
Twin Cities is in excellent con- 
dition to make a comparatively fast 
return to normal conditions, and to 
the usual prosperity that features it, 
some of the statements made by rep- 
resentatives of various banking in- 
terests who attended a convention in 
the Twin Cities recently will be of 
interest. Citing statements for sev- 
eral of the States, Iowa shows a total 
return on farm activities of seven 
hundred million dollars for 1930. 
Farm land there is selling better than 
for three years previously. Unem- 
ployment is at a low point, and many 
of the industries there have already 
begun to put their forces back to 
work. The winter has been favorable 
for carrying livestock through, and 
Iowa feels that the turn upward has 
been made. 


WISCONSIN 


Wisconsin, though having an unem- 
ployment problem due to the many 
large factories there, has not suffered 
as much as many other States, be- 
cause of the established ‘practice of 
diversified agriculture and the promi- 
nence of dairying. Unemployment fig- 
ures show a low percentage idle, and 
factories are beginning to recall their 
forces. 


NORTH DAKOTA 


Diversification has gained rapidly 
the past few years in North Dakota 
also, and while much publicity has 
been given the matter of low wheat 
prices, this product is not of major 
importance, for much of the revenue 
in that State comes from other farm 
products. The trend toward diversity 
in farming activities has increased 
greatly in the past five years. 


SOUTH DAKOTA 


The largest cattle feeding opera- 
tions in the history of South Dakota 





AT A GLANCE 


The Northwest territory is 
in excellent condition to make 
a return to normal condi- 
tions. Statements from several 
States are not at all unfavor- 


able. 
* 2 & 


Wholesalers say that nu- 
merous small orders aggregate 
a fairly satisfactory volume of 
current business. 

* * & 

Future orders are light. 
Most recent price changes 
have been of minor impor- 
tance. The feeling that prog- 
ress is being made toward bet- 
ter times is general. 

* # & 


Collections have a fair 
status, considering present 
conditions and are expected to 
improve gradually. 











are in progress this year. Returns 
from creameries show a greater out- 
put of butter, as indicated by bank 
debits to individual accounts. There 
is no serious unemployment situation 
in that State, according to the bank- 
ing representative. 


NEBRASKA 


Drought damage in Nebraska was 
far less in 1930 than was at first esti- 
mated, and production was far above 
the five-year average. Diversification 
is also gaining in that State, and the 
sugar beet industry is gaining rap- 
idly, as well as other products. Win- 
ter wheat acreage has been cut at 
least 10 per cent, and cattle feeding 
has increased rapidly. The unemploy- 
ment problem is not serious. 

The winter has been mild over 


Sales Are Fairly Satisfactory 
Prospects Are Good for Revival 


much of the territory, and while this 
has reduced revenue on the sale of 
winter merchandise, the results have 
been to make conditions much easier 
for many families. Plans for the early 
resumption of construction work are 
being pressed, and with the turn of 
the year the feeling that progress is 
being made toward better times is 
general. 


WHOLESALE DEMAND 


In the hardware trade, jobbers in- 
dicate that orders, while small indi- 
vidually, make up fairly satisfactory 
totals. Stocks are at a low point, and 
orders cover principally immediate 
needs to fill in stocks for current buy- 
ing on the part of the public. 


FUTURE ORDERS 


Future orders continue light, deal- 
ers seemingly preferring to stock up 
cautiously and risk price advances 
rather than place their orders for mer- 
chandise for future delivery. How- 
ever, some spring goods orders are 
being placed which carry protection 
for the dealers against price declines 
up to the time of shipment, as usual. 


PRICE TENDENCY 


No further indications of price de- 
clines are in evidence, and many be- 
lieve that the market is at a low price 
level at the present time. It would 
seem that, with increasing activity, 
prices would have a _ tendency to 
staffen, according to some authorities. 
The following revisions are effective: 
Copper rivets and burrs, 50 per cent; 
wrought steel washers, % in., $3.90 
cewt.; wrought steel washers, 1 in., 
$3.35 ewt.; white lead, 100 lb. kegs, 
$12.04 cwt. 


COLLECTIONS 


Collections continue fair, and are 
termed so by many of the business 
houses, under present conditions. 





Industrial Consumers Purchase 
76 Per Cent of Aluminum 
Products 


Manufacturers of aluminum prod- 
ucts sell principally to industrial con- 
sumers. Sales made in this way in 
1929 amounted to 76.0 per cent, or 
$115,960,000 of the total sales of 
$152,621,000. The remaining sales 
were made as follows: 15 per cent, or 
$22,977,000, to retailers; 7.4 per cent, 


or $11,266,000, to wholesalers, and 1.6 
per cent, or $2,418,000, direct to home 
consumers. Of the total sales of 
$152,621,000 shown above, 2.2 per 
cent, or $3,386,000, was made through 
manufacturers’ agents, selling agents, 
brokers and commission houses. 

The 149 establishments classified 
under the industry designation “Alu- 
minum Products” are those engaged 
primarily in the production of alu- 
minum ware (stamped, spun and 
cast), motor vehicle accessories and 


parts, castings, rolled forms, wire in- 
gots and other aluminum products. 
Statistics relative to the 1929 produc- 
tion of this industry showing quantity 
and value for each of the commodities 
shown above, and other facts on this 
industry are contained in the prelim- 
inary report of the Census of Manu- 
factures, 1929, issued Sept. 29, 1930. 
A copy of that report will be fur- 
nished free upon request to the Cen- 
sus Bureau. 
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BOSTON: 


(Boston office of HARDWARE AGE) 


BOSTON, Jan. 27. 
OBBING sales are holding up 
well and a wide variety of mer- 
chandise is selling. Jobbers’ 
road salesmen report the retail trade 
in a receptive mood. There is every 
indication, therefore, that jobbers’ 
January sales will be exceptionally 
satisfying. As has been the case for 
some time, retailers confine current 
purchases very largely to staple 
goods. There has, however, been fur- 
ther orders placed for futures. Book- 
ings of garden sets made by The Stan- 
ley Works have been especially large. 
There is no general tendency among 
- retailers to anticipate their require- 
ments, but rather the old policy of 
letting the jobber hold the bag. 

Whenever a jobber can secure a spe- 
cial at prices 20 to 25 per cent under 
the market, no trouble whatever is 
experienced in disposing of same. The 
retail trade is very keen for such 
merchandise. As for the retailers’ 
business, it is not particularly good, 
which leads jobbers to believe the 
current activity of the market repre- 
sents to a large degree replacements. 
Because of this feeling, some doubt 
lingers in the jobbers’ mind as to the 

duration of the buying movement. 


BUSINESS OUTLOOK 


Industrial New England has made 
further steps in business recovery, 
but the comeback so far this month 
has been painfully slow, and a great 
deal of uncertainty still exists in 
manufacturing and banking circles. 
Possibly one of the best indications of 
the business outlook can be obtained 
from the national forecast of the re- 
gional shoppers’ advisory boards cov- 
ering freight car requirements for the 
first quarter of 1931. 

This report says cars required to 
move potatoes during the quarter will 
be 30 per cent less than for the same 
period last year so far as New Eng- 
land is concerned, live stock 35 per 
cent less, poultry and dairy products 
2 per cent less, coal and coke 4 per 
cent less, gravel, sand and stone 15 
per cent less, lumber and forest prod- 
ucts 5 per cent less, iron and steel 18 
per cent less, machinery and boilers 
50 per cent less, brick and clay prod- 
ucts 15 per cent less, lime and plaster 
16 per cent less, and paper, paper 
board and prepared roofing 5 per cent 
less, petroleum and petroleum prod- 
ucts 7 per cent more, cement 3 per 
cent more, and chemicals and explo- 
sives 5 per cent more. The report es- 
timates there will be no increase or 
decrease in cars required to move 
grain, flour, meal and other mill prod- 





AT A GLANCE 


Garden sets for future de- 

livery are selling well. 
* #8 # 

Jobbers have no difficulty in 
selling specials when they can 
get them. 

* 8 & 

Wages coming down while 
rents, coal and light remain 
high. 

* % & 

Cut in automobile tire prices 
is unsettling to the retail 
trade. 











ucts, hay, straw, alfalfa, cotton, cot- 
ton seed and products, citrus fruits, 
other fresh fruits, fresh vegetables 
other than potatoes, ore and concen- 
trates, sugar, syrup and molasses, 
agricultural implements, automobiles, 
trucks and parts, and fertilizers. 

On the basis of this report, then, it 
would appear that shippers in general 
do not anticipate any increase in busi- 
ness during the first quarter of this 
year, at least. 


WORKERS AND WAGES 


The unemployment situation is just 
about as it was a month ago. There 
have been gains in some industries 
and losses in others, with the net 
change nil. A great many workers 
are on part time, and some on en- 
forced vacations without pay. In the 
shoe manufacturing industry there 
have been wage reductions, and now 
reports of reductions in labor costs 
are quite general from New England 
textile mills. Cuts of about 10 per 
cent have been made generally 
through reduced piece work rates. 
Wage changes have come in many 
cases after a consultation with em- 
ployees, and no labor disturbances 
are noted. 

Despite the labor situation, rents 
remain as high as they were a year 
ago. There have been instances 
where landlords of steam heated 
apartments have reduced rents rather 
than let a tenant go, but that practice 
has by no means been general. Heat 
and light also cost as much as a year 
ago, consequently the only way peo- 
ple can economize on living expenses 
is by buying less food, clothing and 
hardware store merchandise. 


TIRE PRICES CUT 


Jobbers have put into effect new 
prices on automobile tires. In many 


Jobbing Sales Are Holding Up Well 
Variety of Merchandising Is Selling 


cases the new prices are 7% to 10 per 
cent lower, but in others they are un- 
changed and in still others a little 
higher. - While a reduction in prices 
was generally anticipated, especially 
since the publication of chain store 
mid-winter price schedules, they are 
disquieting to the retail hardware 
trade. It is generally felt the tire 
market is thoroughly demoralized and 
that the next step by manufacturers 
will be to cheapen their product. Such 
a belief, however, is without founda- 
tion. For many years now tire man- 
ufacturers have been giving us a bet- 
ter product at a constantly lower 
price, and there is no reason to believe 
that they will now change their 
policy. 

Otherwise no price changes of im- 
portance are noted. Numerous unim- 
portant changes have transpired and 
in a majority of cases they have been 
downward. The price of wire nails 
appears firmer than it has been in 
many, many months. ; 


CREDIT SITUATION 


Hardware jobbers as a rule are sit- 
ting comfortably as far as outstand- 
ing bills go. To be sure, they have 
shaky accounts on their books, but 
they number far less than they did in 
January, 1930. Retail dealers con- 
tinue to report difficulty in collecting 
from their charge customers, and that 
is the story in most other retail lines. 
It is felt that if the public would pay 
its bills the credit situation would be 
all right. 

Banks are.well supplied with funds, 
but are only loaning money to a spe- 
cial few and only on the highest type 
of security. It is believed the savings 
banks will have plenty of cash to loan 
next spring on building. 





Importance of Auto Industry 
Is Shown by 1930 Figures 


The importance of the automotive 
industry to other branches of Ameri- 
can industry is again brought out by 
the 1930 figures which show that the 
automobile industry consumed 82 per 
cent of the rubber used in this coun- 
try; 55 per cent of the plate glass out- 
put; 15 per cent of the iron and steel; 
14 per cent of the copper; 15 per cent 
of the lumber; 24 per cent of the lead, 
and 80 per cent of the gasoline con- 
sumed. 

In addition to the above figures 
the automotive industry used nearly 
200,000,000 lb. of cotton fabric and 
shipped over 3,080,000 carloads of 
freight on American railroads, ac- 
cording to the National Automobile 
Chamber of Commerce. 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Jan. 27. 


\ X y HILE in some quarters there 
appears to be some clearing 
of the clouds of depression, 

the hardware field has yet to experi- 
ence any reaction. Demand for all 
hardware articles is sluggish, but 
jobbers indicate that some uptrend 
may be expected within the next three 
weeks. 


MONTH’S SALES TOTALS 


The general business in the usual 
active lines continues to be fair, but 
seasonal and occasional items are not 
attracting as large a demand as could 
be desired. Of course, this month 
will not compare with last month, 
when the holiday merchandise helped 
to swell the balance sheet. The indi- 
cations, however, are that the month 
will not equal January of last year. 


CURRENT DEMAND 


Current orders, while in fair num- 
ber, are not as large as a year ago. 
Hence, while jobbers necessarily need 
expend as much effort -in handling 
each order, the quantity purchased 
and the profit realized are not com- 
mensurate with the figures of the pre- 
vious January. 


WHOLESALE STOCKS 


Jobbers are carrying fairly large 
stocks in all lines, particularly sea- 
sonal items. It is difficult, however, 
to interest consumers in future pur- 
chases. Current business represents 
for the most part the immediate re- 
quirements of consumers. 


RETAIL CONDITIONS 


Many of the retailers are just now 
completing inventories and have not 
squared away for the new year’s busi- 
ness. Demand, however, is very slow 
and the majority of the store oper- 
ators are complaining over the pres- 
ent apathy of the buying public. Re- 
tailers, however, in harmony with 
other business men, anticipate an im- 
provement before the end of this 
quarter which will start the uptrend 
that is expected to last for the re- 
mainder of the year. 


PRICE TENDENCY 


Quotations are still reasonably 
firm, with wholesalers adhering to 
schedules. The only change has been 
in the adjustment of prices on cotton 
articles. Retailers appear to be will- 
ing to wait for the return of the con- 





AT A GLANCE 


The current demand for 
hardware is sluggish, but some 
improvement is expected with- 
in the next three weeks. Or- 
ders are fairly numerous, al- 
though they involve only 
small quantities. 

* 8 & 

Wholesale stocks are fairly 
large. Prices are reasonably 
firm. The only recent change 
of importance has been an ad- 
justment of prices on cotton 
articles. 

* 8 & 

In the local stock market a 
good many securities have 
made a slight recovery. The 
building industry is quiet. 

* 8 & 

The employment has shown 
some improvement this month. 
The financial situation con- 
tinues to be a disturbing fac- 
tor. 











sumers rather than to offer drastic 
price reductions to attract a better 
demand. Of course, stores are con- 
ducting occasional reductions on some 
items, but this has been a policy for 
many years. 


STOCK MARKET 


In the local stock market there has 
been a slight recovery of a good many 
securities. While, of course, the stock 
market for the most part is not al- 
ways an accurate guide of business 
conditions, this uptrend indicates 
some renewal of confidence on the 
part of the general public. This in 
turn should bring about renewed faith 
in the more staple fields and a con- 
sequent strengthening of the whole 
economic structure. 


TREND OF DEMAND 


In the current business there ap- 
pears to be no outstanding items. 
Shelf goods are moving and some 
winter items appear to be in demand, 
but nothing is worthy of particular 
mention or indicative of any peculiar 
trend of consumer interest. 


BUILDING INDUSTRY 


The building industry is quiet. A 
few major projects are still in prog- 
ress, but nothing new has developed. 
Home construction is moving at a fair 


Uptrend 53 Expected Soon 
Gelecs Are Numerous, but Small 


rate for this time of the year, but 
there is no unusual activity. 


OTHER INDUSTRIES 


Other lines of industry continue to 
move at slow step. Most factories 
are curtailing operations in keeping 
with demand. The metal working in- 
dustries are particularly quiet. Most 
shops and foundries are running 
either a few days a week or on short 
time. There seems to be a general 
attitude of trying to keep as many 
men employed as possible without se- 
riously affecting the ultimate returns 
from the business. All ways and 
means of retaining employees are be- 
ing tried, but, of course, there still 
remains a fairly large amount of men 
out of work. 


EMPLOYMENT 


A slight improvement in the em- 
ployment situation was noticed this 
month. One or two plants returned 
to production and one or two service 
enterprises aided in absorbing some 
of the men who were without work. 
Despite this, city officials have been 
bending every effort to relieve suffer- 
ing among the unemployed by get- 
ting citizens to engage these men in 
doing chores and other tasks about 
their homes. In addition, of course, 
the governmental agencies are press- 
ing public improvements weherever 
possible to help the situation. 


FINANCIAL SITUATION 


The money situation continues to 
be a disturbing factor in the local 
area. During the last week a small 
bank in Ludlow, Ky., just across the 
Ohio River from Cincinnati, closed its 
doors and suspended payments. 
Prior to this, the closing of the Bank 
of Kentucky, which had control of 
two banks in Cincinnati, brought a 
feeling of uncertainty to the small 
depositor. The local Clearing House, 
however, stepped in and gained con- 
trol of the local banks in the chain 
and these later were absorbed by 
other large institutions without loss 
to local depositors. Despite this, 
however, the closing of the bank in 
Ludlow has brought a jarring note 
into the financial situation here. 


COLLECTIONS 


Collections continue to be slow. 
Most retailers indicate that they will 
pay when the money is forthcoming, 
but because of the lack of sufficient 
money in circulation they are forced 
to extend their payments. 
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NEW YORK. 


NEw YORK, Jan. 27. 

USINESS during the last half of 
B the current month has been less 

active than during the first 
half. Wholesalers had expressed hope 
earlier in the month that activity 
would be maintained at a near normal 
level throughout January, but they 
have been disappointed, as the de- 
mand has slackened considerably in 
the past two weeks. It now appears 
likely that January sales totals in 
most jobbing establishments in the 
metropolitan district will run approx- 
imately 10 per cent behind totals for 
the same month last year. The most 
encouraging sign of improvement at 
the present time is the volume of fu- 
ture orders being booked for spring 
merchandise. These are being re- 
ceived in a rather healthy volume, 
which seems to reflect the fact that 
dealers believe that the seasonal con- 
sumer demand will be fairly good. 
While most future orders do not in- 
volve large quantities, they are 
numerous and increased interest is 
being manifested daily in future re- 
quirements. Salesmen are finding 
dealers ready to consider spring lines 
and new items are proving an attrac- 
tion. Most future orders specify 
March 1, March 15 or April 1 deliv- 
ery, although some dealers are stipu- 
lating immediate delivery of spring 
merchandise. 


AGGRESSIVE METHODS 


Aggressive selling methods are be- 
ing employed by some hardware stores 
in this area with good effect. Many 
stores are going after business more 
energetically than ever by increasing 
their advertising, conducting sales 
events, giving greater attention to 
window and interior displays, and of- 
fering bargains that compel the at- 
tention of the public. Prices on many 
items are very low and these are be- 
ing featured with good effect. House 
wares, especially, are enjoying an ac- 
tive demand at prices which are at- 
tractive to consumers, but which still 
provide a good margin of profit for 
the dealer. 


STATE BANK DEPOSITS 


Savings bank deposits in the State 
of New York increased more than 
$400,000,000 during 1930, setting a new 
high record. The figures for the year 
were recently released by the Sav- 
ings Bank Association of the State 
of New York. As of Jan. 1, the 
report shows total deposits in the 149 
savings banks of the State were $4,- 
793,750,000, compared with $4,391,- 
294,000 a year before, a net increase 
of $402,466,000 for the year. 

Of this gain in savings deposits, the 
major portion was in New York City, 





AT A GLANCE 


Business recently has not 
been as brisk as during the 
first half of January. It .ap- 
pears that wholesale sales for 
the month will run about ten 
per cent behind totals for the 
same month last year. 

* % # 

The orders being received 
from dealers for spring goods 
are the most encouraging signs 
of improvement. Interest in 
future orders is growing as the 
season advances. 

* * & 

Aggressive sales methods 
are being employed by some 


dealers in this district with 
good effect. 
* * & 
State bank deposits  in- 


creased more than four hun- 


dred million dollars during 


1931. Some price changes 
have been made. Collections 
are slow. 











where an increase of $365,089,000 for 
the year was shown. These deposits 
on the first of the year totaled 
$3,738,081,000. 

Besides the record-breaking gain in 
deposits experienced by savings banks 
last year, there was an unequaled ad- 
vance in the number of savings bank 
accounts. On Jan. 1 accounts in the 
savings banks of the State numbered 
5,335,530, the most ever recorded and 
representing a gain of 210,280 during 
the year. 

In New York City, savings bank 
accounts totaled 3,816,868 on Jan. 1, 
a gain of 115,851 during the year. 
This also was.a record for New York 
City. 

Not only was 1930 a record-break- 
ing year for the savings banks, but 
December surpassed all previous 
monthly records for the increase in 
savings bank business. During that 
month there was a net gain, exclus- 
sive of any interest credits, of $75,- 
000,000 savings deposits for the State 
and an increase of 75,000 in the num- 
ber of savings bank accounts. 


ELECTRICAL APPLIANCES 


Electrical appliances in the low 
price range, which are now being of- 
fered by distributors for February 
and March sales, are from 10 to 15 
per cent under those in effect a year 
ago, according to buyers who have 


Demand Is Moderate in Character 
Future Orders Are Encouraging 


been inspecting the new offerings. 
Manufacturers and wholesalers say 
that the season has been slow in get- 
ting started, but they anticipate a 
greater degree of activity during Feb- 
ruary. Standard and high grade ap- 
pliances have not been affected by 
price changes, and it is thought that 
firm prices will be maintained 
throughout the season. At the pres- 
ent time buyers are chiefly interested 
in sales merchandise and have only or- 
dered samples of quality lines. 


RAW COPPER IS FIRM 


The demand continues quiet for raw 
copper, as it does for most all of the 
metals. The price tone of the mar- 
ket is steady to firm, with no indica- 
tions of an immediate revision. The 
present quotation for domestic sales 
is 10c., while the 10.30c. price con- 
tinues to hold for export sales. 

Consumption of copper at the brass 
and wire mills is said to have im- 
proved slightly. So far, it would ap- 
pear that the copper industry has 
failed to make the progress in 1931 
that the steel industry has made. 
However, since it is customary for the 
two metals to act together, it is pos- 
sible that copper will catch up in the 
coming months. 


PRICE INFORMATION 


While prices are not as stable as 
most of the trade would like to see 
them, it is said that most revisions 
that have appeared likely have al- 
ready been announced by manufactur- 
ers. Fewer and less important 
changes are anticipated in the imme- 
diate future.~ While most recent re- 
visions have been to a lower basis, 
the declines in the majority of in- 
stances have been negligible. In 
contrast, scattered advances are being 
made in some lines, which lends 
credence to the belief often heard ex- 
pressed by the trade that prices, as a 
rule, have reached the bottom. A lead- 
ing manufacturer of clothes wringers 
has announced slightly higher prices 
on the entire line. Lower prices are 
effective on ornamental lawn fence. 
Prices on poultry netting are rather 
weak, Screen wire prices for the com- 
ing season are being well maintained. 

The credit situation is practically 
unchanged. While collections have 
been slow for many months, most 
jobbers declare that the average has 
been better than was expected under 
the influence of the present economic 
crisis. With retailers, it is thought 
that some of the past due accounts 
which have been charged off to profit 
and loss, will be liquidated without 
loss when business begins its re- 
covery. 
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WEEKLY LETTER 





THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








What’s ahead for your business? 


Remington has developed a new plan 
for modern merchandising of arms, am- 
We’ve spent 


These are times when every progressive 
merchant is giving serious attention to 
the new problems of his business. 


Many important changes are taking 
place in merchandising the goods you 
sell. New developments and improve- 
ments in products are being made. The 
trend of consumer buying is changing 
rapidly. Competition is getting keener. 


How are you going to meet these 
changing conditions? What do they 
mean to your business? 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 











munition and cutlery. 
months of time and thousands of dollars 
in preparing it. It explains new sales 
opportunities and how the merchant can 
do a larger and more profitable business 
by following through with Remington. 
It is one of Remington’s contributions to 
help the independent merchant’s busi- 
ness. It’s worth an hour of any dealer’s 


or jobber’s time to have it explained. 


Our Remington Salesman will show it to you 


eo Lay, 


PRESIDENT. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R. A. Co. 
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MEMPHIS: 


(From Our Memphis Correspondent) 
MEMPHIS, Jan. 27. 


E hear more and more each 

day of the revival of busi- 

ness in industrial centers, but 
in the Memphis district conditions 
appear to have slumped since the 
holidays. We were hopeful that the 
impetus gained during the holidays, 
at which time we had quite a little 
flourish of business, would carry on 
through the spring months, but these 
hopes have not materialized. Dealer 
business in spring lines of merchan- 
dise is just about as slow as we have 
ever seen it. There is still some move- 
ment of implements, and some items 
of spring merchandise that dealers 
must have. 

We believe that within the next 
very few weeks financing arrange- 
ments will be completed and that 
dealers will be in better position to 
dispose of merchandise and will there- 
fore start buying. 

We see some indication that this 
financing arrangement is progress- 
ing. We notice different strategic 
points in the State of Arkansas have 
recently secured charters for finance 
corporations, and they state that they 
will be in position to start advancing 
money to farmers Feb. 1. The affilia- 
tion of these finance corporations ap- 
pears to be the Federal Intermediate 
Credit Bank of St. Louis. 

Just as soon as this arrangement 
is effective and working, we predict 
that there will be a considerable 
stimulus to business, especially in 
lines of merchandise that are needed 
on the farm, In the meantime, busi- 
ness is just about at as low an ebb 
as it could possibly be, and we are 
just waiting for these arrangements 
to be completed, and hoping for the 


best. 
COLLECTIONS 


Collections, as reported by whole- 
sale credit departments, are just about 
as near nil as it is possible for 
them to be. Dealers are not going to 
be able to pay their accounts until the 
farmers can make further settlement 
of their accounts with the dealers or 
buy merchandise and pay cash for it, 
and this is dependent entirely upon 
the financing arrangements, as re- 
ferred to in another paragraph. 


EMPLOYMENT 


There is some evidence that the un- 
employment condition is improving 
and that it will improve more as some 
of the municipal and government 
propositions get under way. 

The government, at this present 
time, is working a force of some three 
or four hundred men on a very large 
willow mat for the river front on the 





AT A GLANCE 


Conditions in the Memphis 
district appear to have 
slumped since the holidays. . 
The belief exists that financing 
arrangements now being made 
will result in increased activity. 

* & # 

Collections are slow. There 
is some indication that employ- 
ment conditions are improy- 
ing. The outlook is consid- 
ered favorable for a good ra- 
dio year. 

* * * 

Little activity is reported on 
building projects at the pres- 
ent time. Farm work is about 
as far advanced as is usual at 
this season. Wood cutting 
tools are active. 

* % # 

Some price adjustments are 
being made by manufacturers. 
Most revisions are to a lower 
basis, although some advances 
are effective. Cotton rope and 
seine twine are lower. 











Memphis wharf. This is an excep- 
tional mat or mattress, which when 
completed will be something like 3000 
ft. long, and is said to be the longest 
ever built. It is 300 ft. wide and is 
woven to a thickness of 22 in. Work 
has also been started on the Arkansas 
side of the river, ten miles below 
Memphis on the grading work for a 
6000-ft. revetment project. This will 
also employ some 350 or 400 men. 


RADIO 


Leaders in the radio industry pre- 
dict a favorable year for that indus- 
try. They anticipate new markets in 
1931, which are expected to boost the 
business very considerably. It is said 
that radio manufacturers enter the 
new year with practically no over- 
production, and it certainly is true 
that jobbers have very little goods 
carried over. 


BUILDING 


There is very little going on in this 
section at the present time in the way 
of private buildings, such as homes, 
etc. Municipalities are figuring on 
some very large propositions, but 
these are still in that state of deve!l- 
opment that it cannot be predicted 
what the outcome will be. This city 
is proposing a very large outlay of 
money to be put into street improve- 


Trade Activity Is at Low Ebb 
Improvement Is Expected Soon 


ments, especially one very large con- 
crete viaduct project, and work on 
these, it is proposed, will start some 
time in February. The City Building 
Inspector’s Office, in which permits 
are issued, reports very little activity 


at this time. 
FARMING 


Work on farms generally is about 
as far advanced as usual at this sea- 
son of the year. In the Cotton Belt 
a very considerable portion of the 
land has been turned and is ready for 
spring cultivation. This is true of 
both Mississippi and Arkansas. Ten- 
nessee farmers are not so far ad- 
vanced. 


PRICES 


There is nothing on which to base 
a prophecy as to the general price 
trend. We have had some few de- 
clines since our last report and have 
also had some advances. It seems 
that practically all the price changes 
we are receiving now are more or less 
adjustments. As, for instance, on 
automobile tires and tubes. During 
the past few days there has been a 
rather general change by all of the 
large manufacturers, and the prices 
received indicate that certain of the 
tires have declined about 10 per cent, 
others ranging down to around 6 per 
cent. Tubes have changed practically 
none and in a few instances certain 
sizes of tires have advanced. 


COTTON ROPE | 
Cotton rope is one of the important 
spring items which has_ declined 


steadily over a period of the past 
three months, until now the prices 
quoted by jobbers in this market are 
around 17 cents to 19 cents, accord- 
ing to grade. According to manufac- 
turer’s schedule, this 10-cent cotton 
would develop 18-cent cotton rope, 
and on this basis we judge that the 
prices of rope are just about where 
they will remain through the season. 
Local jobbers have received tele- 
graphed notification of a readjust- 
ment of prices on seine twine. The 
river trade consumes a lot of this 
during the spring months, and it is, 
therefore, one of the important items. 
The exact amount of the decline was 
not stated, but it is indicated that it 
is more or less of an adjustment, 
amounting probably to not more than 
one or two cents per pound. 


FREIGHT MOVEMENTS 


Shipments going out of jobbers’ 
stocks include, invariably, axes, cross- 
cut saws, carriage and machine bolts, 
wood choppers’ wedges. The move- 
ment in bolts is heavy, probably 
greater than in former seasons. 
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* 
HAMILTON BEACH 


brings you another big money maker... 


HAMILTON BEACH 
FOOD MIXER 


MOST USEFUL MIXER EVER 
OFFERED AT 


$18°9 


($18.95 West of Rocky Mts.) 


OOD mixers offer a golden selling opportunity in 1931. 

You can cash in on it by featuring the Hamilton Beach. Its 
beaters lock off center—the greatest sales and demonstrating 
feature in food mixers today . « « all food must come into 
contact with them. 

The Hamilton Beach has plenty of power for mashing, 
beating, mixing, whipping, stirring and chopping — more 
power than any other food mixer under $50. And it is the 
lowest priced mixer with a speed control—this control is 
operated off the field. 

The Hamilton Beach weighs only 334 pounds, easily held 
in one hand. The handle is shaped to fit the hand and is on 
top where it is most convenient. An adjustable stand saves time 
and effort. The adjustable bowl holder takes any size bowl. 

No complicated gears or rheostat. A fool proof worm 
gear drive makes it the quietest mixer on the market. Grooved 
Dover beaters draw air into the food and they are quickly 
detachable for washing. 
™ Backed by two years of engineering development and 
ikitchen tests. Backed also by the Hamilton Beach name which 
has wide public acceptance through the four million Hamilton 
|Beach appliances now in use. 

The new Hamilton Beach Food Mixer is sold through 
your own jobber and carries his service with it. 

A hard hitting sales and advertising plan will make this 
mixer easy for you to sell. Radio with novel ideas that put the 
dealer squarely in the center of the picture. See your whole- 
saler or write us direct for effective merchandising plan. 


HAMILTON BEACH MANUFACTURING CO. 
Racine, Wisconsin 














New Hamilton ~~ Food Mixer mounted on adjustable bracket. 


venient, efficient, salable, 





Conveniently held in one hand for 
small mixing jobs. 
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Changes in Buying Habits Cover Stores 
as Well as Merchandise 


E hear a lot these days 

about consumer’ buying 

habits and the constantly 

changing needs and de- 
sires of the American public. The past 
inventory season has undoubtedly re- 
vealed hundreds of cases in retail stores, 
where former “good sellers” have be- 
come “shelf warmers.” 

What the average merchant fails to 
realize, however, is that the changes in 
buying habits are not confined to mer- 
chandise; they include stores. Con- 
sumers are doing more “shopping” to- 
day than at any time in the past. 

Meanwhile the majority of retail 
merchants have been thinking almost 
entirely in terms of merchandise. Their 
advertising has continually stressed 
goods and prices. They have attempted 
to conform their stocks to the public’s 


changing desires, but have done com- 
paratively little toward shaping the 
public’s ideas as to where those desires 
can best be satisfied. 

At this time, when retailers generally 
are featuring merchandise, it might be 
well for the hardware merchant to bend 
a large part of his effort toward im- 
pressing his community with the ser- 
vice, value and personality of his store. 
Other things being equal, people will 
spend the bulk of their merchandise 
money in stores they like, and with 
merchants in whom they have confi- 
dence. 

The hardware merchant’s biggest job 
is to sell himself and his store to the 
public; to shape buying habits rather 
than merely cater to those fostered by 
others. He has been playing the other 
fellow’s game too long. 











ERIAL navigation may be 

more or less revolutionized 
when the autogyro reaches a 
state of absolute perfection. This 
strange air bird has been con- 
ducting experimental flights over 
Miami, Fla. The mechanism on 
the top of the plane permits a 
straight upward ascent, thus 
bringing nearer the time when 
airplanes will land easily on roofs 
of buildings and make their take- 
off from such small spaces just 

as easily. 
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Spring brings a large market 
for field fence. Farmers replace 
old and worn-out fence, enclose 
new fields, recondition their 
poultry runs, and make many 
other fence repairs and replace- 
ments. These farmers demand 
high-quality fence. They know 
the importance of buying fence 
that gives long service; fence that 
is strong, and retains its shape. 
That is why so many of them buy 
only Cambria Fence. 


Cambria Fence is a Bethlehem 
product, manufactured at Beth- 
lehem’s Cambria Plant, Johns- 
town, Pa. It is made in a large, 
modern factory devoted solely to 
the manufacture of this high- 
quality product. Cambria Fence 
is a hinge-joint, cut-stay, stand- 
ard field fence, made of full- 
gauge wire. The wire has a heavy 
zine coating which does not 
erack, flake or peel. The Flexo 
Joint and Tension Curve give it 
resilience, strength, flexibility. 


Prepare now to meet the ex- 
acting demands of farmers by 
selling Cambria Fence. Stock a 
complete line! We can fill your 
order promptly with the sizes 
and styles that you require. 





Bethlehem Steel Fence 
Posts 

Angle and Tee Sections 

—can be supplied in both 

punched and self-fastener 
types 





ES BU EE RO ee Silt Tee Ta pal 


Studded Omega 
«u” 
Fence Posts 
—Supplied 
with 
7 wire clips 





Bethlehem Steel Fence Posts 
We recommend Bethlehem Steel 
Fence Posts for use with Cambria 
Fence. These posts greatly simplify 
the erection of the fence. They are 
made of new high-carbon steel. They 
can be used equally well for both tem- 
porary and permanent fence construc- 
tion. Bethlehem Fence Posts are 
made in Self Fastener and Punched 

Types in Angle and Tee Sections. 


Studded Omega “U” Fence Posts 

Here is a post of double strength. 
Its Omega or “U” shaped section runs 
throughout its entire length. Seven 
wire clips are supplied to be used to 
lock the fence wires securely to the 
post. High quality rail steel is used 
in Studded Omega “U” Fence Posts. 
Write for folder 227. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 
District Offices: New York, Boston, Philadelphia, 
Baltimore, Washington, Atlanta, Buffalo, Pitts- 
burgh, Cleveland, Cincinnati, Detroit, Chicago, 

St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel 
Corporation, San Francisco, Seattle, Los Angeles, 
Portland and Honolulu. 

Distributor: Bethlehem Steel Export 


Export 
New York City. 


Corporation, 25 Broadway, 


BETHLEHEM 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary- 
treasurer, Southern Hardware Jobbers’ Association, 
704 New Orleans Bank Building, New Orleans, La. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION AND EXHIBITION, Hotel Whitcomb 
(Roof Garden), San Francisco, Feb. 17, 18, 19, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1981. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Taft Hotel, New Haven, Feb. 19, 20, 1981. Chas. R. 
Freeman, secretary, Branford. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1981. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1981. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 18, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MissouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis. 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Rainbow Hotel, Great Falls, Mont., Feb. 
12, 13, 14, 1931. A. C. Talmage, secretary-treasurer, 
Bozeman. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 


AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere: Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

New YorRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NoRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb: 17, 18, 19, 20, 1981. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. Headquarters Multnomah Hotel. E: E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1981. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 18, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931. 
Ambassador Hotel Auditorium, Los Angeles. Exhibit 
at Shrine Civic Auditorium. J. V. Guilfoyle, secretary, 
420 E. 8th St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1981. 
Thos. B. Howell, secretary, 602 Broad St., Richmond. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1981. B. Christianson, secretary, 
Stevens Point. 
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What’s New 


for ’31? 





LENTY! Take a look at the new line of Diehl 

8-inch induction type oscillating and non-oscil- 
lating fans. How so much quality and dependability 
can be put into fans offered at such reasonable cost 
is a puzzle to many. 

Furthermore—Dieh! 10-inch, 12-inch and 16- 
inch fans have come in for their share of develop- 
ment. They are lighter in weight and better looking 
than ever before and are sure to find wide accep- 
tance. 

Now is the time to start laying your foundation 
for this summer’s fan sales! So, fill in and clip out 
the coupon above and let us send you our new 
catalog for ’31. The opportunities the Diehl line 
offers for maximum fan sales volume is sure to com- 
mand your interest. 


DIEHL MANUFACTURING COMPANY 





Make it P point to see the new Electrica! Division of 
een ertae RI EMNe types TNS at THE SINGER MANUFACTURING COMPANY 
the first opportunity. You will be ; 
amazed at their ruggedness, quiet Elizabethport, N. J. 
operation, and breeze - producing Atlanta Boston Chicago Dallas NewYork Philadelphia St. Louis 


ability! 

List Prices 
Non-Oscillating Type...... $ 6.50 
Oscillating Type ......... 11.50 
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Hot of the Nail Ke 


Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it; “Some of them have been 
copied, the rest will be.” 








They were riding along a | 
beautiful stretch of country 
highway. She was driving, 
and suddenly espied repair 
men climbing the telegraph 
poles. 

“Why, Harry, just look at 
those men,” she exclaimed. 
“Do they think I never drove 
a car before?” 


“Did you see much poverty 
in Europe?” 

“Yes, indeed. A good deal. 
In fact I brought some back 
with me.” 


Employer: “Are 

married man?” 
Sambo (applicant for job): 

“Naw, suh—Ah makes mah 


, 99 


own livin’. 


you a 


“Was it your love of drink 
that brought you’ here?” 
asked the earnest prison vis- 
itor. 

“Lor’, miss—you can’t or- 
der nothing here!” 


Customer: “To what do 
you owe your extraordinary 
success aS a house-to-house 
salesman?” 

Salesman: “To the first 
five words I utter when a 
woman opens the door— 
‘Miss, is your mother in?’” 


The Boss: “On your way 
to Smith and Sons you will 
pass a football ground.” 

Office Boy (hopefully): 
“Yes, sir!” 

The Boss: “Well, pass it!” 


J. J. (male): (on _ tele- 
phone): “Hello, darling, 
would you like to have din- 
ner with me tonight?” 

J. J. (female): “I’d love 
to, dear.” 

J. J. (male): “Well, tell 
your mother I’ll be over at 





7 o’clock.” 


Lazarus: “Did you lose 
much when your store was 
robbed last night?” 

Levy: “Ha! Not as much 
as if I had been robbed the 
night before. You see, I just 
marked down prices 20 per 
cent on everything yester- 
day.” 


Teacher: “Willie, can you 
tell me how matches are 
made?” 

Willie: “No, ma’am, but I 
don’t blame you for wanting 
to know.” 

“What on earth do you 
mean?” 

“Mother says you’ve been 
trying to make one for 
years.” 


Aunt Mary: “Will you let 
me kiss you if I give you a 
penny?” 

Jimmy: “A penny! Why I 
get more than that for tak- 
ing castor oil.” 


Clara: “You may not be- 
lieve it, but I said ‘No’ to 
seven different men during 
the summer.” 

Maude: “What were they 
selling?” 


Farmer Wayback (starting 
home from station): “Please, 
ma’am, do you wear false 
teeth?” 

Fair Boarder 
summer): “Sir!” 

Farmer Wayback: “Oh, I 
don’t mean to be curious. 
Only this road is a leetle 
rough, and ef your teeth ain’t 
good and fast you’d better 
put ’em in your pocket.” 


(for the 


Mrs. Mosquito: “Where is 
your daughter?” 

Mrs. Housefly: “She just 
went to the front door for 
a screen test.” 





An Irish farmer had a cow 
which was almost impossible 
to milk because of its res- 
tiveness, so he decided to get 
rid of it, and he sent Casey 
with it to the market. 

Returning with much more 
money than he expected the 
cow would fetch, the farmer 
asked him if he had told the 
truth about the cow. 

“Begorrah, I did,” replied- 
Casey. “The man asked me 
if she gave plenty of milk, 
and I said: ‘Man, you'll be 
tired to death with the milk- 
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ing of her’. 


Lodger: “I haven’t slept a 
wink all night on account of 
those insects.” 

Landlady: “Oh, sir, you’re 
mistaken. We haven’t a 
single one in the house.” 

“No, they’re all married 
and have large families.” 


A stout woman asked her 
pltysician what she should do 
to reduce. 

“Take the proper kind of 
exercise,” the physician re- 
plied. 

“What kind do you recom- 
mend?” she asked. 

“Push yourself away from 
the table three times a day,” 
the physician replied. 


City Visitor: “Which is 
correct, to speak of a sitting 
hen or a setting hen?” 

Farmer: “Don’t know and 
don’t care. What I’d like to 
know is, when a hen cackles, 
has she laid or lied?” 


Husband (feeling a twinge 
in the back while he is tun- 
ing in the wireless receiver) : 
“IT believe I’m getting lum- 
bago.” 

Wife: “What’s the use, 
dear? You won’t be able to 
understand a word they say.” 





The man who brags, “I run 
things in my house,” usually 
refers to the lawn mower, 
washing machine, vacuum 
sweeper, baby carriage and 
the errands. 


Casey and Murphy stood 
looking into a jeweler’s win- 
dow. “Casey,” asked Mur- 
phy, “how’d you like to have 
your pick here?” 

“Sure,” responded Casey, 
“T’d rather have my shovel.” 


Customer (on Sunday 
morning): “Give me change 
for a dime, please.” 

Druggist: “Sure and I 
hope you enjoy the sermon.” 


Small Boy: “Father, what 
do they mean when they say 
‘Civic Pride’?” 

Father: “Well, it’s some- 
thing like this. If the State 
institution for the demented 
is located in our own city we 
refer to it as the State hos- 
pital. If, however, it is lo- 
cated in another city, we call 
it the insane asylum. 


Barber (having sold bottle 
of hair oil to customer) : “Ex- 
cuse me, sir, do you happen 
to play billiards?” 

Customer: “Yes, why?” 

Barber: “Then I must 
warn you, sir, after using 
this lotion to be sure and 
wash your hands before so 
much as touching a billiard 
ball.” 


“Thirty thousand homeless 
in New York.” An American 
citizen is truly in a bad fix 
when he has no home to stay 
away from. 
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ELECTRIC \\" 6 W, $ a7 Do 
anime \N eS Soper 


World’s lowest-priced SS ELECTRIC ARTLARM 

self-starting electric Ss A beautiful, dutiful alarm 
alarm clock SS 
—- 


clock. Moulded case, 
—=>= 


RECORD SALES? 4re You Getting Your Share? 


534 ins. 
will continue to be. Two other 
models are priced at only $9.95. 
These easy-to-sell electric clocks(re- 
quiring no winding or regulating) 
mean absolutely new, extra profits. 
Feature New Haven-Westinghouse 
Electric Clocks and make the new 
profits from these new clocks. Just 
mail the coupon for all the profit 








Since the perfection of the electric 
clock, hardware stores are making 
clock sales as never before. The 
market is new and vast. Every wired. 
home is your logical prospect. Vol- 
ume sales are even more certain for 
you now that you can sell the world’s 
. lowest-priced self-starting electric 
alarm clock bearing such a famous 





name as New Haven-Westinghouse saps details. 
= ¥ etailin g “s viene pains . kably % All New Haven-Westinghouse Electric Clocks (except the 
OW rice as ‘ i e ectric * Electric Artlarm) have a new invention which in connection 
P 9 PORTIA Kitchen Clock with the slow-speed, self-starting, sub-synchronous motor 


Ar tlar mat the latter Ly ice has been a___In green, rose, blue, yellow or white. makes for unprecedented time-keeping dependability: this is 
P Cream-colored dial. With % Automatic the * Automatic Control, a simple, remarkable device that 


sell-out in the year just passed, and Control, Width, 874 ins. minimizes time-error from current interruptions. 


NEW HAVEN -WESTINGHOUSE 
ELECTRIC CLOCKS 


THE NEW HAVEN CLOCK COMPANY, Dept. F.1, NEW HAVEN, CONN. 





to Authorized 
Dealers 





FREE 


This beautiful plaque in rich sculptured 
relief, 17 ins. high—-an emblem any retailer 
will proudly display, because itassociates him 
with the two great, respected names—New 
Haven and Westinghouse. 
A striking three-piece window display is 
also included among these skillfully 
planned dealer helps. 
*p Sunburst display cards for use in: selling 
the wonderful $7.95 electric alarm clock. 


A Several advertisements in mat form are 
available for the retailer to use in his own 
local papers. In handy, economical sizes. 


™ Brief, interesting booklets for your sales- 

men to read in order to know the outstand- 
ing sales points of these remarkable clocks. 
fe A quantity of consumer booklets illustrat- 

ing the complete line of New Haven-West- 
inghouse Electric Clocks; also, consumer 
leaflets featuring the fast-selling Electric Art- 
larm and Electric Kitchen Clock. 





ais me eae Sena GS SERENE GED GEES EES ED ED ES GD ES ae eS — 
& THE NEW HAVEN CLOCK COMPANY 
Dept. F.1 New Haven, Conn. 





ELWOOD Striking Clock 
With hour and half-hour strike. 
Solid mahogany case of Gothic de- 
sign. 534-in. raised-numeral dial, 
large-sweep second hand. Equipped 


* with % Automatic Con- $ 27.50 


trol. Height 11% ins. 


LADY JOAN Timepiece 
Doric design. Artistic moulded case, 
mahogany shade, jump second hand. 
Equipped with the x Automatic Con- 
= ary owed Ligh oy soa Width at 4 

ase, 5% inches. eau- 
RENE saa se Se $9.95 


t 
é . I 
Please send us details about your attractive Authorized | 
POU Sot | 


| Dealer plan on New Haven- Westinghouse Electric Clocks. 
| 
| 


PAATOSS 5. 
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in on 
the new 
Starrett Tools 


Cash 


Expert tool users prick 
up their ears when 
Starrett announces new 
tools. Cash in on this 
interest. Keep your 
stock of Starretts com- 
plete and up-to-date 
display them effec- 
tively. 


Starrett Cutter Clearance Gage No. 
459 is only one of many new Starrett 
Tools. Write for extra copies of 
Starrett Catalog No. 25"A"; ask about 
Starrett Dealer: Helps. 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS. U. S. A. 








New Catalogs and Dealer Helps 


McKinney Issues 
Hand Truck Circular 


McKinney Mfg. Co., Pittsburgh, Pa., 
has issued an attractive circular showing 
McKinney One Man Trucks. It shows 
the hand trucks in use. Old methods are 
compared with the new way, resulting 
from the use of modern type trucks. 
Specifications are given for the trucks. 
The company is establishing distributors 
with exclusive rights covering the sale 
of the trucks. With these trucks prac- 
tically any type of wooden barrel, steel 
drum, box or keg may be moved, states 
the maker. 


Gibbs Issues Attractive 
Catalog on Toy Lines 

Many new toys, recently added to the 
line of the Gibbs Mfg. Co., Canton, 


Ohio, are shown in the full color catalog 
of that company. New designs and new 


prices will make that part of the cata- 
log, devoted to spring winding toys, par- 
ticularly interesting to toy buyers. Gibbs 
Golf, one of the new items shown, is 
reported to have enjoyed great demand 
during the past holiday season. For those 
buyers unable to view the Gibbs 1931 
toy line at the toy shows the catalog 
will be sent upon request. 


Myers House Pumps 
Shown in Folder 


The F. E. Myers & Bro. Co., Ashland, 
Ohio, has issued an illustrated folder, 
describing Myers house pumps. Folder, 
which is in colors, indicates the uses and 
specifications, as well as list price. II- 
lustrations have features marked for the 
benefit of the dealer. -In addition to this 
information, a general description indi- 
cates the particular purposes for which 
the various members of the line are in- 
tended. 





Educates Public on 
Credit Matters 


The Memphis Retail Credit As- 
sociation employs a regular cam- 
paign of newspaper advertising as 
a method of influencing the public 
to pay bills promptly, according to 
W. R.. Kendall, vice-president, 








Sagpees fihed Nobody Paid 
How All Would Su af 


f 
{ THE LANDLORD-« 
uppose he could not collect ‘ rents promptly? 
{ THB CAPITALIST — 
he could not collect his dividends a 

| THE OFFICEBOLDER- eae 
{ 

{ 

| 


rae p AlicaoaD auPLore~ acter omelet 
Tae cena  BEBIND THE C counrER— is 
ras brick suPLOrR oe 


Suppose his was only every now and then? 
— re EMPLO! Seok . 
could not collect ith? 
CORPORATION OFFICIALS 


en eee oe ee ie 
EVERY SALARIED 
Soppose his ~- d sas tibtighs eth nike tee matte 
or longer? 


| 

Think How Seriously Each and Every and 
| the Whole Community, Would Be Aff = fected! 
| 


Bey on Credit 206 pay by the 18tp in full ouch woath or promptly as opreed. 

















Stewart Bros. Hardware Company 
of that city. We reproduce here- 
with one of the series of ads used 
recently by the association. 

While a direct check-up of such 
advertising is, of course, out of the 
question, a general improvement in 
collections, however, indicates that 
the campaign was decidedly suc- 
cessful. 


Commends Campaign 
of “Forward March” 


Los ANGELES, CAL.—Your program 
for “1931 America-Forward March” 
is a commendable attitude on the part 
of the United Business Publishers, 
Inc., of which HARDWARE AGE is a 
division. Such propaganda, should 
be a deciding stimulus for the inde- 
pendent merchants of all lines and 
particularly the hardware dealers. 
“Never mind the business outlook— 
but—be on the outlook for business” 
is the basis of the urge to our mem- 
bers from this office. 

The country is prosperous, money 
is plentiful, the world is progressing, 
people still live, eat, dress and are 
improving their home and business 
arrangements and setups. There is 
no need for calamity howlers as we 
are just going through a business 
readjustment similar to other re- 
actions following previous wars. Over- 
production without regard to profit 
is in my belief the basic cause for 
present conditions. Optimism, deter- 
mination and perspiration will reward 
fighters in 1981 with a fair return 
for their investment in anything. 
Lots of success to your campaign and 
needed propaganda. 

Let’s urge every man and woman 
to buy everything they need right 
away for cash, rather than install- 
ment plan and to help the local busi- 
ness man in their own community. 

(Signed) J. V. GUILFOYLE, 
Managing Director, 


Southern California Retail Hardware 
Association 
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Data On Chicago Hardware 
Stores Is Disclosed by 


Census Bureau 
(From Our Washington Bureau) 

In 1929, Chicago had 1079 retail 
hardware stores, with 1107 full-time 
employees, net sales of $22,269,601, 
stocks aggregating $8,485,098 at the 
end of the year and a payroll of 
$2,235,518. The figures are presented 
by the Bureau of the Census in con- 
nection with its first nation-wide dis- 
tribution report. There were 347 retail 
paint and glass stores in Chicago, 
with 754 full-time employees, net 
sales of $11,823,231, stocks of $2,355,- 
792 at the end of the year and a pay- 
roll of $1,758,980. The number of re- 
tail stores in Chicago selling sport- 
ing goods, including athletic and play- 
ground equipment, was 83 with 236 
employees, net sales of $3,339,033, 
stocks of $986,976 at the end of the 
year and a payroll of $435,643. 

The total number of retail stores 
was 438,625 with 171,749 employees, 
net sales of $2,153,626,554, inven- 
tories of $267,072,881 and salaries and 
wages aggregating $275,136,560. 


The H. B. Ives Co. 
Issues New Price Lists 


The H. B. Ives Co., New Haven, 
Conn., issued a new price book and 
supplement on Jan. 20. The new 
price book designated as ‘No. 6 re- 
places all previous price lists. Dis- 
counts and terms applying to the price 
lists remain unchanged. The exten- 
sive line of builders’ hardware spe- 
cialties produced by the company is 
embraced in the new price book. 


Retail Drug Store Survey 
Creates Hardware Interest 


Because drug stores handle many 
products that are also carried by 
hardware and other retail stores, a 
great deal of interest is being shown 
by retail interests generally in a na- 
tional drug store survey to be under- 
taken by the Bureau of Foreign and 
Domestic Commerce, in cooperation 
with the National Drug Store Sur- 
vey Committee, representing 30 trade 
associations in the drug and allied 
fields. Drug stores in St. Louis will 
be surveyed as a sample field. The 
survey is designed to show costs and 
profits for all commodities handled 
in a representative group of stores; 
to investigate the conditions of profit- 
able and unprofitable distribution in 
each instance; to inquire into the 
reasons for the failure of individual 
lines and products to show a profit, 
distinguishing particularly between 
weaknesses in the products themselves 
and wrong methods of handling; to 
develop and test merchandising and 


control methods in the stores studied; 
and ultimately to furnish the basis of 
improved distribution of drug store 
commodities throughout the country. 


Simonds Saw and Steel Co. 
Announce Cross-Cut Saw Prices 


The Simonds Saw & Steel Co., 
Fitchburg, Mass., have advised the 
trade that dealer’s net prices on Sim- 
onds Crescent Ground Cross Cut 
Saws are: 5 ft., $4.90; 5% ft., $5.40; 
6 ft., $6.30, and 6% ft., $7.30. The 
new prices have resulted from the 10 
per cent reduction recently announced 
by the company. 


Building Operations Costs 
Gains 8.1 Per Cent in December 


An increase of 8.1 per cent in the 
estimated cost of total building op- 
erations in December as compared 
with November is indicated in reports 
received by the Bureau of Labor Sta- 
tistics, Department of Labor, from 
293 identical cities having a popula- 
tion of 25,000 or over, showing build- 
ing permits issued during those 
months. 

While the estimated cost of new 
residential buildings decreased 11.4 
per cent, comparing the permits is- 
sued in December with those of No- 
vember, the estimated cost of new 
non-residential buildings increased 
18.3 per cent, it was said. The esti- 
mated cost of all building operations 
for which permits were issued in these 
cities during December was $128,- 
909,902. 


Electric Refrigerator Sales 
Totaled One Million in 1930 


Sales of electric refrigerators in 
1930 totaled 1,002,000 units, of which 
770,000 were household and 232,000 
commercial machines. 

Dollar volume was $223,320,000 for 
household units and $156,800,000 for 
commercial units for a total of $380,- 
120,000, according to the Electric 
Refrigeration News. 

These figures are the first figures 
ever made public and are the result 
of confidential contributions by 20 
leading refrigerator manufacturers. 

Estimate of the number of wired 
homes in the United States is placed 
at 20,488,774. The number of fam- 
ilies now using electric refrigeration 
is 3,000,000, being but 14.7 per cent 
of the potential market. 

Electric Refrigeration News pre- 
dicts 1,000,000 household machines 
and 300,000 commercial machines will 
be sold in 1931 at an estimated value 
of $475,000,000. 


[ ] Please send booklet ‘‘What isa 








THE “REGENT” 
—a new Royal Standard 


No Servicing 
troubles 

with the 
““Royal’’ line 

of Standard 
Eleetric Ranges 


The possibility of servicing 
requirements need not keep 
you from selling Standard 
Electric Ranges. In the new 
‘Royal’? family of Stand- 
ards, servicing is reduced to 
the vanishing point. This is 
merchandise you will take a 
keen delight in selling . . 
and that you can sell witha 
pleasing profit. Dealer’s 
average profit on Standards 
is $60 per range. .This whole 
subject is discussed in a 
brief, interesting booklet, 
‘“*“What is a Hardware Deal- 
er?’’ Send for it today. 


STAN DARD 
ELECTRIC 
RANGES 


STANDARDELECTRICSTOVE CO. 


TOLEDO, OHIO 


Hardware Dealer?”’ 


[] Send copy of Standard cata- 


logue 
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Backing up 
the 
Brown & Sharpe 

Dealer 
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ke Brown « Sharpe 15 


Grow " « things Tools 


ORL STAN UD OF Het ae 

















Adovexnsmeexrs like those above 
are being read every month by the tool 
users in your locality. 


A consistent advertising program to tool 
users, directing them to the Brown & 
Sharpe dealer for reliable tools, is one 
of the important factors in the plans of 
this company to build business for its 
dealers. 


This Brown & Sharpe policy of cooperat- 
ing with dealers has contributed much 
to make Brown & Sharpe Tools a con- 
sistently profitable line. Brown & Sharpe 
Mfg. Co., Providence, R. I. 


Brown & Sharpe 
Tools 


** World’s Standard of Acecuraey ”’ 








Coming Out of It Clean 
(Continued from page 41) 


even from machine to machine. Suppose he did away 
with all of this conveying machinery so as to employ 
more men. What would happen? 


First, he would have to spread his present enormous 
plant at Fordson, Detroit, over about twice as much area 
as it now occupies, because there would not be room 
within it at present to contain half the extra number 
of men who would be needed to do the lifting and 
carrying. They would be falling over each other in the 
hectic struggle to go back and forth. It is doubtful 
if the whole working population of Detroit, if put at 
this work, would be able to do the same amount of work 
that these conveyors do day after day with practically 
no human aid. 


Second, he would have to triple or quadruple the price 
of his cars in order to get enough money to pay all his 
extra labor. And that, of course, would cut his sales 
down to a small fraction of their present volume. For 
the car would be out of the average person’s reach. 


Some consumer-demand notes are renewable; others 
must be paid on the nail. 


The old overcoat can be made to do for an extra 
season, shoes may be half-soled a time or two, the old 
bus can be coaxed into giving four or five thousand 
miles more than it wants to, and the house can be made 
to stand up for the winter without that much needed 
coat of paint. Sooner or later, however, these consumer 
demand notes must be paid. 


On the other hand, there is not much elasticity about 
food, rent, coal and the income tax. 


Those industries whose products fall into the class in 
which buying can be postponed always suffer most 
during a depression, but have the biggest pickup after- 
ward. 

During the depression of 1921, for example, the food 
industries felt a curtailment, as compared with 1920, of 
but 1%4 per cent. Whereas the iron and steel industry 
was hit for a loss of 52 per cent. In 1922, however, the 
food industry was only picked up to the tune of 13 per 
cent, whereas iron and steel manufacturing jumped 80 
per cent. 

“When postponed buying boosts up the savings bank 
accounts, as it has during the past year and a half, it 
simply means that those industries which have to wait 
will eventually have their reward. The money is ac- 
cumulating—not for food or rent—but for new coats, 
new cars and new shoes. 

Consumer demand notes issued for new babies have 
been renewed now until they are past due, judging by 
the number of postponed marriages. Thousands of 
young couples have put the happy day ahead, during 
the past year, until the prospects appear brighter. As 
soon as the sunshine breaks through, we shall see a 
rush on the license bureau. Then business will pick 
up in homes, furniture, wedding gifts and eventually 
in nursing bottles. 


It won’t be long now! 














‘ 
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States Pave Way. for 


Game Raising on Private Lands 


EW YORK and California have already started pro- 

grams hurrying establishment of the national game 
policy, in which representatives of the sportsmen of Amer- 
ica have agreed to compensate farmers for raising game on 
their property. State game commissioners, conservationists 
and other game experts meeting in the American Game 
Conference here recently decided that restrictive laws, game 
farms and public-owned refuges alone cannot restore useful 
wild life to an appreciable abundance and adopted the na- 
tionwide measure as a means for broadening the field of 
game restoration. 

The California Division of Fish and Game is “checker- 
boarding” the State with a system of quail sanctuaries on 
private farms. Five hundred of these refuges have been 
established by permission of the owners, and suitable plans 
made for feeding, watering and protecting the birds from 
predatory enemies. In many instances the farmers them- 
selves are carrying on the necessary work. With game in- 
creasing in these shelters, hunting privileges bringing the 
farmers a fair income from surrounding property will fol- 
low as an easy and natural step, the Division declared in a 
report to the American Game Protective Association. 

Through sportsmen’s organizations the New York Con- 
servation Department is trying to interest farmers in hatch- 
ing pheasant eggs furnished by the State’s game farms. 
During 1930 the department distributed 14,555 young birds 
and 171,771 eggs, but largely to sportsmen. It is now di- 
recting its efforts toward supplying smaller numbers to 
individual farmers interested in laying an immediate foun- 
dation for practical farmer-sportsman cooperation. 


Wild Game as a Farm Crop 


Fagen source of income for the farmer, and at a time 
when he needs it most, is visioned by Seth Gordon, 
conservation director of the Izaak Walton League. This 
is the raising of game birds and animals on his land, with 
the returns coming from fees paid by hunters for shooting 
privileges. Here is a field that has been largely over- 
looked, to the definite loss of the farmer and the detriment 
of game conservation. Birds and animals should be rightly 
regarded as a by-product of the farm on which they are 
found, and the farmer is entitled to compensation. The 
hunter, too, will realize that the value of the game and of 
the sport deserve payment. 

One effect of the hunting fee would be to stimulate the 
raising of game birds in regions where the supply has been 
depleted. Mr. Gordon predicts that this will be taken up 
on an intensive, methodical scale by farm cooperatives. Al- 
ready the growing of Hungarian partridges has been under- 
taken in the Northwest by farmers. 

In Texas landowners have obtained passage of a law per- 
mitting them to sell hunting privileges on their farms. 
Hunters are charged a maximum of $4 a day, and land is 
leased at 25 cents an acre per year. “Many landowners 
made more out of their game crops last year than on their 
cotton and cattle,” says J. G. Burr of the State Game Com- 
mission. In Livingston County, Michigan, farmers have 
banded together to raise pheasants, and similar experiments 
are under way elsewhere. With hunting an important in- 
dustry in many States (Pennsylvania reports an annual ex- 
penditure of $10,000,000 by huntsmen), it is only fair that 
the farmer whose land furnishes the quarry should receive 
an income therefrom.—An editorial from St. Louis Post- 
Dispatch (Dec. 26). 




















That BIG WOODEN 
THUMBPIECE made a hit 


HEN we put that big wooden 
thumbpiece on Household Blue 
Streak Can Opening Machine we 
started something. 
Hardware dealers report livelier sell- 
ing. The improved, easy-to-grasp han- 
dle appeals to the Housewife. Fifty 


cents is small insurance for a life time 
of safety in can opening. Good Profit 
for you. , 










The newest Blue 
Streak — where space 
is at a premium—the 
Wall Bracket Model 
fills the bill. Com- 
plete — ready to in- 
stall. Two Dollars. 


ee 


Blue Streak Table Model— 
an easy turning, sturdy ma- 
chine that clamps securely 
to the kitchen table or shelf. 
Good looking, too! 


Ask Your Jobber. 


The Turner & Seymour Mfg. Co. 


TORRINGTON, CONN., U. S. A. , 
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Tuev GLIDE LI K 
A BIRD IN FLIGHT! 


HE old-style caster is a thing of the 
| oe ... today, every progressive 
hardware dealer sells Acmrs—the ball- 
bearing casters. 


ACMES roll easily, smoothly, silently and in 
any direction. ACMEs protect the floor, rugs 
and carpets. Friction is entirely eliminated. 


Easily Sold—Generous Profits 
ACMES are very easily sold. All you have 
to do is to show the customer an ACME 
Caster. Roll it on the counter, or on the 
palm of your hand. A demonstration in- 
variably results in sales. 


ACMES exactly meet the popular demand, and 
meet the constantly increasing need for a 
free-rolling, frictionless, noiseless caster. 


The Schatz Manufacturing Co. 
POUGHKEEPSIE, N. Y. 
AGENTS: 

J. C. McCarty &@ Co., 258 Broadway, New 

York City. 





BALL BEARING 


Casters 











Pessimism vs. Optimism 


By NORMAN LEYSE 


UST as a smile makes more friends than a scowl, 
so the optimist is more welcome than the pessimist. 

Just as both the smile and the scowl are made by 
the same muscles, so both optimism and pessimsm 
spring from the same source. Both are “human frail- 
ties” and both bring equally disastrous results when 
carried to*extremes. 

During the past fourteen months we have had the 
heights of optimism and the depths of pessimism. 
After super-optimism had come to its breaking point, 
business started on the march downward; then came 
super-pessimism to carry the country to still lower 
levels of business activity. 

And through it all we have heard the calls for more 
optimism. 

What we need today more than optimism is confi- 
dence. Back of pessimism there is fear; back of op- 
timism there is hope; but back of confidence there is 
fact and truth. Too often the expressions of the op- 
timist come from something that has its root in wishes 
—but the basis of confidence is reasoning. 

The optimist thinks “everything will come out all 
right,” but he cannot tell why he feels that way. Con- 
fidence is a conviction that comes from sober thinking 
and serious study. ‘The man with confidence has faith 
| in himself, faith in his fellowman, the courage to “‘carry 
on” in spite of disappointments, and, above all, a will- 
ingness to work and a determination to do his part to 
make “everything come out all right.” 

Let’s distinguish between the sound and the unsound. 
Pessimism can only do harm. The spirit of optimism 
is fine—if it carries with it faith, courage and con- 
fidence.—The Spinning Wheel. 


Syracuse Hardware Sales 


Reported by Bureau of Census 


(From Our Washington Bureau) 


Retail hardware sales in Syracuse, N. Y., in 1929 by 48 
stores aggregated $1,432,477 and 114 full-time employees 
were paid $189,406 in wages and salaries, according to the 
distribution report of the Bureau of the Census. Inventories 
at the end of the year for these retail hardware stores to- 
taled $506,952. There were 20 retail paint and glass stores 
which reported sales of 952,671 and wages and salaries of 
$159,144 for their 60 full-time employees. Inventories at 
the end of the year aggregated $225,156. 

The five wholesale hardware establishments in Syracuse 
reported sales of $2,062,549 and wages and salaries aggre- 
gating $240,084 for the 135 full-time employees. Stocks on 
hand at the end of the year were valued at $1,229,325. The 
; four wholesale paint and varnish stores reported sales of 

$501,049 and the payment of $46,484 in wages and salaries 

to the 35 full-time employees. Stocks on hand at the end 
of the year totaled $146,218. 
The Bureau calls attention to the fact that the reports 
being issued are preliminary. The figures will be re- 
checked and in some instances broken down further. In 
connection with the report on retail distribution the Bureau 
points out that some central office returns from chains are 
incomplete and will increase the final figures. On the other 
hand, some retailers do a certain amount of wholesale busi- 
| ness and these figures will not be segregated until the final 

report. In both the wholesale and retail reports it is impos- 
sible to compute the average wages and salaries per em- 
| ployee, since it is not known for what length of time the 
| employees worked. 
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Al COMPLETE 
Aine of FANF 


























No. 220 

















; Care 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 











In the Signal line for 1931 
you'll find a dependable 
fan to meet all customers’ 
demands. Whether the 
lowest or highest in price, 
all Signal fans have the 
same quality workman- 
ship, sturdy construction, 
and beautiful appearance, 
all equipped with depend- 
able Signal motors + + + 
choice of Universal or In- 
duction motors + + + in a 
range of list prices accept- 


able to every customer. a 

BBE ’ 

Your jobber is ready to as a 

show you this complete car. fie 
a. 


line_now. 
nufacturing Company 











portant part they play 


in daily service. 














Signal Electric Mig. Co. 


Scene iedine te ERIE. PENNSYLVANIA 


Manufacturers of Electrical Fans and Appliances 


f__L FACTURERS 8 cqRICAL A as Branch Offices:- 
; NEW YORK: 45 Warren Sr. BOSTON: 76 BATTERYMARGHW 
SAN FRANCISCO: 703 MARKET tw. 


CHICAGO: 555 W. RANDOLPH ST. 
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ROOFED Medart Cabinets 
ee P Fred Medart Mfg. Co., Potomac & 
_ ie : DeKalb Sts., St. Louis, Mo., makes 





the Medart Assemble-at-Home 
steel cabinets. Assemble-at-Home 
cabinets are shipped knocked 
down. All parts are die-formed 
and fit accurately together, being 
fastened with a minimum of bolts. 









Po by Cabinets are shipped in individual 
crates with assembling instructions. 

from r Durable and They are available in white, green, 
Sather gray, ivory and combination green . 
aranteed and ivory finish. Depth is 13 inches, 

width is 19 inches and height is 69 

COLUMBIAN ROPE COMPANY inches. Shipping weight is 85 Ib. 

ES a”, gS Hamper, broom or utility style is 


available in this type of construc- 


h h i ’ 
PURE MANILA inches deep ane an overall height 


of 30% inches. Shipping weight 
is 65 lb. The same finishes are 
available in the Table Top cabinet 
lines as in the utility cabinet line. 
The model illustrated has large 
cupboard at the bottom with re- 
movable shelf, for pots, pans and 
other utensils, door rack for hold- 
ing covers and partitioned drawer 











Nuts ““Tackled’’ With aCOES Wrench— 
MOVE 


The COES has the backbone and 
the constitution that get jobs done 
—quickly. Seven sizes: 6” to 21”. 
Keep stocked. Ask your jobber. 


BEMIS & CALL CO., Springfield, Mass. 


for cuflery. !t is made 
entirely of steel. Por- 
celain top is stainproof. 
Another model is of- 
fered in the same style 
construction and finishes, 
having top 36 x 25 inches, 
with cupboard and three 
drawers, including large 
drawer for bread and 
pastry. 











Modern Stove Pipe 
for Modern Kitchens! 


Lustrous! 
Attractive!! 





“Health” Lamp 


“Health” Ray Mfg 


‘ eh: Co., 135 West Seven- 
Inexpensive! re teenth Street, New York 

. . City, offers this ‘“‘Health”’ 
Chromium Plated—Nickel Plated ‘ite micles “aed cabin 
—ALUMINUM— red lamp. It lists at 

$5.95, including goggles, 

Ballonoff Metal Products Co. carbons, instructions, 
Cleveland, Ohio registration card, etc 

The lamp operates on 

New England Distributor either ac. or dc. cur- 








Hardware Sales Co., 478 Tremont St., Boston : 
rent and uses 3-in. 


millimeter carbons. Re- 


S888 8 & trae PAINE mark Seeeee sistance coii is of high- 














can be easily and quickly obtained with it. 


@ @ | est quality nickel chrome 
a PAINE LEAD ANCHORS w | wire and operates with 
a wide margin of safety, 
* The approved anchor. @ | says the maker. It is 
ie ¢ jam}eaine |) For attaching any article regard- Be guaranteed for one year. 
—-—| less of weight or strain to solid List prices on parts are: 
” material such as concrete, brick, B | Gogsl ec: f 
suites Slee Sane tile, slate, marble, stone, etc. BgIes, C.; uSeS 
rt Stanherd “Titeed Minimum of diameter and depth (package ten), 10c.; 
“ AM required for powerful box 10 No. 66 Sun- 
anc '° » 
bd Assembled ready for installation. @ |. shine carbons, $1.10: 
s Setting tools furnished with gg | box 10 No. 66 Supertan 
sccepigreat carbons, $1.35. Carbons 
® We give our Lead Anchors the 9 t ‘ ha 50 Ca ne 
same unconditional guarantee that operate tor minutes 
fe Nut and Bolt type we do Paine Spring Toggle Bolts. 9 and may be used down 
. Cadmitim Plated Send for free samples and prices 5 to gags > Py rs a 
= ends. ndividual lamp 
* THE PAINE COMPANY @ |. in carton weighs 5 Ib. 
2955 CARROLL AVE. 79 BARCLAY. ST. The maker states that 
* CHICAGO Maw Yee Grr | the lamp will give genuine ultra-violet sunshine baths, and that sun tan 
a bd 
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Wickwire Brothers 
Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 
Bessemer. 


The complete product is made in our own 
plant—we control every operation. Our 
method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 


Your Jobber Will Supply You. 








We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
brid for over 40 years. Also STAMP- 


Buy from Headquarters and save 
money. Send for 45 page Catalog. It 


contains practical washer information 
that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 

















for VALENTINES day 


eee, 


Fa Cake Pan .. 


GEUDER, PAESCHKE & FREY CO. 
MILWAUKEE, WIS. 


Display the 
Cream City 
Heart Spring 












=| 


VOPUUEED VDDD EDD DEE ia, 





? 


VYVNyVVd VV 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 











ye 
y 
4 








Better Things 
Are Just Ahead 


for the dealer who makes his show windows 
attract customers by the use of the right ma- 
terial. 


The manufacturers who advertise in Hard- 
ware Age will be glad to supply the needed 
material, and each issue of Hardware Age 
will furnish you with examples of effective 
window displays that have proven successful 
for other stores. 


Hardware Age, 


239 West 39th St., New York City 








Subdued with |. 
Peerless Handcuffs ,” 







Weient 12 Ounces 
SWIVELED —-SWIVELED 





~ al 


eet the Demand 


Lawlessness abounds — vi- 


characters must be 
handcuffed. Officers like 
PEERLESS Handcuffs _be- 
cause they can snap them 
on using only one hand, leav- 
ing the other free to protect 
themselves with. 


Write for trade prices. 


Peerless Handcuff Co. 


Springfield, Mass. 


cious 

















New pride in beautiful 
VOLLRATH WARE 


Saucepans, double boilers, coffee pots, and other 
utensils in hard glass-like enamel; seamless; sani- 
tary; without rivets; in white, or ivory and other 
popular colors. . . . Such is Vollrath Ware that is 
rapidly ousting old utensils in kitchens. It cleans as 
simply as china. Its lustre and colors are as durable 
as its three coats of enamel—fused at 1800°F. onto 
the pure steel base. Obtain from your jobber or 
from The Vollrath Company, Sheboygan, Wisconsin. 
Established 1874. 


VOLLRATH WARE 


This label 

identifies 
enuine 
ollrath 
Ware 
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SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 

















BIG PROFITS IN FENCING 


Hundreds of unfenced 
homes in every city. Hard- 
ware merchant is logical 
man to handle this profit- 

jron able business. Stewart 
and Fences carry a nice margin. 


Wire We show you how to get 
FENCES this desirable business 
without any investment in 
stock. Pioneer fence man- 
ufacturer. Write today for 

complete details. 


THE STEWART 
aA ifi jl T| IRON WORKS CO., Inc., 
737 Stewark Block Cincinnati, 0. 


hi ost (00 Established 1886 





























ig sienser Calf Weaner 


Positively weans by 
discouraging the cow. 
Calves eat and drink 
freely. No sore nose 
or discomforts. 
WILL NOT 
COME OFF 
Spurs and arch over 
nose are stamped from 
one piece galvanized 
steel. Chain is also 
one piece and the en- 
tire assembly is ad- 
justable. 
ONLY ONE SIZE 
TO STOCK 
Adjusts to any size 
calf, hence only one 
See Your Jobber or Write size to carry in stock. 
Us Direct Giving Your Packed six in a car- 
Jobber’s Name ton weighing 5% Ibs. 
A big seller at 50c. 


SIMONSEN IRON WORKS 
Sioux Rapids - - Iowa 





























Everybody has pictures 
to hang up 


When you display Moore Push-Pins 
| and 
Push-less 
Hangers 
SALES FOLLOW 


Your Jobber 

will supply 

you with 

Display 
Cases. 


MOORE PUSH-PIN COMPANY 
Wayne Junction, Philadelphia 








There’s a good display idea in this window of carpet 
sweepers. This picture was taken of a recent window used 
by the Western Michigan Tourist & Resort Association at 
its Chicago, Ill., headquarters. A feature of this organ- 
ization’s activities is to advertise the different Western 
Michigan industries by using for one week a window dis- 
play of products made by factories in that territory. The 
sweepers shown here are made by Bissell Carpet Sweeper 
Co., Grand Rapids, Mich. 


Uniflow steam-driven towboat Ohio of the Mississippi 

Valley Barge Line Co. pushing a tow of 17 barges on the 

Ohio River at Cincinnati. This company now has weekly 

barge service to New Orleans. These barges dovetail when 
placed together in one tow. 
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The Industrial Market 
for Nicholson Files 
includes buyers 
who are 
leaders in every line 
of production 


(TRADE MARK) 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


A FILE FOR EVERY PURPOSE 





| Spun. BRAGS Seamless 


KETTLES, PAILS, DIPPERS 





In Demand by 


Industrial Plants, Plating Rooms, 
Bakeries, Dye Houses, Canneries, 
ete. For Household use. Spun 
from one sheet of brass, strongly 
made, extra heavy bottoms. Dur- 
able, economical. No seams or 
joints. Also furnished in Copper, 
Monel, Nickel, Everdur, Ambrac. 
Send for Bulletin B and Price 


List. 
NATIONAL 
PIPE BENDING CO. 


130 River St., New Haven, Conn. 











Desolvo 


OLDEST AND BEST 


Cold water and DESOLVO 
will remove any soluble ob- 
struction without harming 
pipes or connections. DE- 
SOLVO does not harden in 
pipes. 








Sell DESOLVO at new 
popular price—increase your 
profits and satisfied cus- 
tomers. 





Menutestured. by Ask your jobber for DESOLVO 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) © a OO) 20D 


>AMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








il Contractors’ Favorite il] 


Burtt FROG No. 64 is a long and narrow deep-tray model favored by 


many contractors because its ideal balance and ease of handling in 
close quarters are important time-saving factors. Equipped, like all 
Bull Frog barrows, with the vastly superior ‘‘Never-Break’” wheel with 
grease pocket in hub. Write for catalog. 


The Toledo Wheelbarrow 
Company 
TOLEDO, OHIO 


Brance Office and Warehouse 


CHICAGO 
520 West Erie Street 


BULL @ FROG || 





WHEELBARROWS 











The Coming Months 
Are the Windy Months 


It’s not an ill wind, or for that matter, any other kind of 
a wind that finds its way through the LAUB Ventilator. 
The AIR comes in, to be sure, lots of it, but mever a 
DRAFT. There isn’t a cold in a carload, nothing but 
security, comfort and health—through perfect ventilation. 
Lots of folks are finding this out and buying them for 
practically every room in the house. 

This wind-proof, draft-prcof and damp-proof ventilator 
needs no lengthy sales-talk. ‘Just show it and—it’s sold! 


LAUB PRODUCTS - - Ashland, Pa. 








THE CHAMBERLAIN COMPANY, Pittsburgh, Pa. 








“Fortify for 
Fire righting 


FAMOUS 
SINCE 1907 
NON 


FREEZING 


_ 
ee) 


: Pgene Hlanufacturing oo 








Merchandising 
METHODS 


That’s the keynote for 

Are you fully 
prepared to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 


oe : ae 


larger profits,’’ simply 
tear out this ad and 
mail now, while = 
Page is before 

e+ (po obligation) 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
rr Ohio 


N 
N New York Office: 20 Vesey St. 
Suite 500 
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Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailersand Retail Salesmen 











word, minimum fifty cents per insertion. 








CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY en re 
a) ee ee es 
RATES apply to “Busi Opportunities,” “Sales Each additional inch.............+- 4.00 
pac Accounts Wanted” “Sales Representa- : 
Advertisements from unemploy = tives Wanted” Advertisements. Discounts for Classified wow) 4 ” 
3 i ff ; 8 insertions, 15% off. 
accepted free of charge; insert 4 insertions, 10% off; a 
in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 — “s ag a = Pao page An 
Box number address may be used. Each additicnal line............. .60 Wanted Adverti 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 
post paid. Each additional line.............» .80 Forms close Nine — previous to date o 
publication. 
Positions Wanted and Help Wanted adver- Average 10 words to a line 
i ts at Special Rate of one cent a Allow One Line for Keyed Address Address your advertisements and replies to 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 

















HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 

















POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN with wide and valuable acquaintance among Hardware 
Jobbers, Distributors and Mill Supply dealers throughout Eastern, Southern 
and Central States, and with a practical knowledge of modern sales and 
merchandising methods backed by successful record of accomplishment, 
desires connection with manufacturer seeking distribution through same 
channels. Full particulars and information as to past record available 
together with credentials, etc., at first interview. Address Box J-98, care 
of Harpware AGz, New York City. 





GOOD. COMPANY desiring New York Office at small expense can 
make excellent connection. Am college man, twenty years’ sales and 
managerial experience, know domestic, export trade, traveled extensively 
here, abroad, speak several languages, can meet biggest men. Will give 
office, help and personal services at small drawing account. Only good 
staple line considered, no missionary work. Address Box J-102, care of 
Harpware AGE, New York City. 





POSITION WANTED by reliable experienced salesman to represent 
manufacturer or large jobber in Illinois and Eastern Iowa. Have covered 
this territory for seven years, calling on hardware, furniture, variety and 
department store trade. Have a good acquaintance in all departments of 
this trade and will consider any good line on salary or commission and 
drawing account. First class ace dco Address Box J-61, care of 
Harpware AGF, New York City. 


POSITION WANTED—Hardware sales clerk, retail or wholesale, thor- 
oughly experienced in hardware, tools, cutlery, mill and building sup- 
plies, paints, housefurnishings, auto supplies, electric appliances, radio, 
etc., American, Christian, 42, good health and habits, clean cut appearance, 
pleasing sales personality, neat and efficient stock keeper, steady and re- 
oN locate anywhere. F. STEARNS, 1920 Denison Avenue, Cleveland, 

hio. 


HARDWARE MAN of twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of taking charge and handling men. Desire change. Can furnish first 
class references. Middle West or South preferred. Address Box J-99, 
care of HArpware Ace, New York City. 











SALESMAN desires to represent a manufacturer in eastern territory 
on salary and commission basis. Successful record as salesman and sales 
manager for hardware manufacturers. Has travelled over entire country 
and has wide acquaintance with hardware distributors and their problems. 
Age forty, single, good education. Address Box J-83, care Harpware AGz, 
New York City. 





HARDWARE MAN—15 years’ experience in shelf and builders’ hard- 
ware, paints, tools, electrical and pumbing ——. Desires connection 
in or near New York City. Can take complete charge of builders’ hardware 
or paint departments and show results. Nominal salary to start. Ex- 
cellent references furnished. Address Box J-111, care of HAarpWaArE AGE, 
New York City. 


EXPERIENCED shelf and heavy hardware, mill and mine supply and 
building material man for 15 years manager large southern jobbing house, 
seeks connection as buyer or sales manager. Or having wide acquaintance 
among southern jobbers would represent reputable manufacturer in South. 
Address Box J-112, care of Harpware AGe, New York City. 


BUILDERS’ Hardware Contract Man experienced all classes building 
construction, thoroughly familiar Architects Plans, Details and Specifica- 
tions. Broad knowledge leading manufacturers’ lines desires connection 
with reputable manufacturer or distributor. Address Box J-100, care of 
Harpware Ace, New York City. 


CREDIT MANAGER—Has held this position with wholesaler, manu- 
facturer of paints, and hardware and with large retail organizations. Avail- 
able at once. Capable of managing office force and conducting entire ac- 
eeating problem. Address Box J-116, care of HarpwarE AGE, New York 

ity. 


EXPERIENCED Retail Hardware Salesman wants position. Am ex- 
perienced in glass, weatherstrip and screen work. Can drive any make 
truck, d_ mixer. Virginia preferred. Address 2910 Seminary Avenue, 
Richmond, Va. 














SALES EXECUTIVE—age 44—with long experience in the manufac- 
ture of mechanics tools and general hardware, backed by successful record 
of accomplishment, is open to proposition anywhere. Have wide and valu- 
able acquaintance among Hardware Jobbers and Mill Supply dealers in 
all states of the Union. Credentials of a high order available. Address 
Box J-125, care of HarpwarE AGE, New York City. 


POSITION WANTED—A practical hardware man who has been twenty 
years with the line, am now 40 years of age, married. Have some valuable 
experience to give, would like a connection with strong retail hardware 
or am capable to manage house furnishings department, have done outside 
selling electrical equipment and radio. Address M. W. BUCKLEY, 
Alliance, Nebraska. 


PURCHASING AGENT—Age 35, College graduate. Thoroughly experi- 
enced in purchasing tools, hardware, machinery, contractors’ and mill 
supplies. Excellent knowledge of materials, values, sources of supply. 
Can create business. Now employed, with record of stability and success- 
33 — Address Box J-124, care of Harpware Ace, New 

or ity. 


POSITION WANTED to represent manufacturers of hardware line or 
any kind of steel products in Texas and Oklahoma, 15 years’ experience 
calling on hardware jobbers, dealers and Lumber Companies in Texas. 
Consider salary or commission and drawing account, first class references. 
Address Box J-120, care of HarpwarE Ace, New York City. 


DESIGNER, CHASER, PATTERNMAKER AND _ TECHNICAL 
MAN, WIDE EXPERIENCE ON LOCKS AND BUILDERS’ HARD- 
WARE, FAMILIAR WITH MANUFACTURING AND PRODUCTION, 
REQUIREMENTS, WISHES CONNECTION. ADDRESS BOX J-122, 
CARE OF HARDWARE AGE, NEW YORK CITY. 


YOUNG MAN, New York City, age 24, with some experience as hard- 
ware clerk and locksmith, has a technical and high school education, 
handy with tools and can drive a truck. Is willing to start at a moderate 
salary in_a position requiring the above qualifications. Address Box J-127, 
care of Harpware AcE, New York City. 




















POSITION WANTED—Hardware man, ten years’ experience in buying, 
selling, and managing. Desires position with jobber or manufacturer or 
what have you to offer with a future. Married, age 27. Middle west pre- 
ferred. Address Box J-117, care of HarpwarReE AGE, New York City. 





SALESMAN with nine years’ experience particularly in southern terri- 
tory including Texas and Louisiana, desires connection with manufacturer 
of builders’ hardware, good references. Address Box J-128, care of 
Harpware AGE, New York. City. 





BUSINESS OPPORTUNITIES 


WANTED— 


We specialize in buying for spot cash hardware stores of 
any size. All communications treated strictly confidential. 


ROCHESTER GENERAL STOCK BUYERS 
121 Powers Building, Rochester, N. Y. 

















WE PAY SPOT CASH 
FOR SURPLUS HARDWARE AND TOOL STOCKS 


Send us your stock list of surplus or discontinued items of tools, 
hardware or kindred lines. No stock too large for us to handle. We 
are an old and reliable house, with best bank references. 


CHICAGO FRUIT PRESS JOBBING CO. 
120 N. Halstead St., Chicago, Il. 














POSITION. WANTED—Looking for three good lines for ‘New York 
State. Have had fifteen years’ selling experience in hardware lines. Can 
—— reference. Address Box J-115, care of Harpware Ace, New York 
ity. 





FOR SALE—Modern hardware, houseware and paint store on main 
street of town of 20,000’ in Westchester County. Modern fixtures and store 
front. Will be to your advantage to investigate. Address Box J-113, care 
of Harpware Ace, New York City. 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








SALES REPRESENTATIVES WANTED 


Tool, hardware or specialty men calling on the wholesale and retail hardware, 
i = fn eng | trade. Real salesmen or organizations 

ee new items never before offered and to carry the line 

of an old established Philadelphia manufacturer who is doing a national 
business with the most desirable jobbers. We manufacture Hedge” Shears, Cold 
Chisels, Star Drills, Punches, Wood Handle Screw Drivers, Floor or Wood 
Scrapers, Fruit Juice Extractors and a new Thermostat Controlled Appliance 
Plug Cord Set. We would like to hear — Loge oy men who know the 
trade and who can launch an expansion p: with the retail and Depart- 
ment stores. Tell us about yourself and the ‘class of trade you cover. any 
sections of the country open. Commission contract and full credit for repeat 


business. 
VOSBIKIAN BROS. & CO., INC 


180 West Oxford Street Philadelphia, Pa. 








SIDE LINE salesman and sales representatives wanted. Reliable manu- 
facturer is bringing out a new hardware item capable of quantity sales. 
All territories open. Our item is a line of screw drivers embracing the 
only radical improvement ever made in the common screw driver with a 
very strong and instantaneous sales appeal. Write giving full information 
and territory desired. Address Box J-123, care of HarpwARE AGE, New 
York City. 





SALESMEN WANTED, selling better class hardware and department 
stores, to sell as a side line, fibre brooms for household and factory use. 
Give references and state territory you are now covering. Address Box 
J-119, care of HarpwarE AGE, New York City. 





SALES ACCOUNTS WANTED 








AN excellent opportunity is open for a few “class’’ salesmen to work 
for and with an established firm, selling a house magazine to dealers in 
smaller communities, big commission. The same commission on all repeat 
business. We want to hear from all who can sell and who feel they can 
do justice to another line. Write ROBERT ADRIAN, Room 2, Ellis 
Bldg., Buffalo, N. Y 


REPRESENTATIVES WANTED—Want a few high class men well 
acquainted with the jobbing trade to introduce. our new patented staple 
item. Large volume of business easily obtained. . Advise territory covered 
and commission expected. MODERN HARDWARE MANUFACTURING, 
INC., 319 10th Street, Toledo, Ohio. 


SALESMEN WANTED with following in retail hardware, paint and 
housefurnishing trade, to sell as a side line a very attractive and easy 
selling imported silver and gold paint put up in a patented can that oper- 
ates by the touch of a button. Full particulars on request. T. RIESSNER, 
428 Lafayette St., New York City. 











SALESMAN now calling on jobbers in the Southeastern States to sell 
cutlery and few items hardware, commission basis. Established mail re- 
peat business already yielding $150.00 per month commissions. State 
lines you now have and states covered. Address J-118, care of HARDdARE 
Ace, New York City. 


SALESMEN WANTED to call on retail hardware dealers in each of 
the following states: Oklahoma, Texas, and Louisiana, by manufacturer 
having Dallas warehouse. Must have established trade on other lines. An- 
= in detail. Address Box J-121, care of Harpware Acre, New York 

ity. 


REPRESENTATIVES wanted to sell Can Openers of merit made by 
an old established New England firm, to hardware and department stores 
in North Dakota—South Dakota—Wyoming—Montana—Arizona—New 
— and Nevada. Address ‘Box J-109, care HarpwarE Ace, New York 

Aty. 


BUILDERS’ HARDWARE SALESMAN—For Orient. 
take off specifications. State age, experience, references, 
Address Box J-106, care of HarpwareE AGE, New York 











Must be able 
salary expected. 
City. 





SALESMAN—To sell America’s most complete line of high grade Dog 
Sage Commission basis. CRAFTSMAN LEATHER SPECIALTY 
, INC., 29 South Jefferson St., Dayton, Ohio. 





HARDWARE M’F’RS REPRESENTATIVE 


seeks additional line for New York. Hardware—House Furnishings. Six- 
teen years contact jobbers—department stores. Will consider only substantial 
line with immediate market and repeat business. Territory New York to 
Washington, D. C. Commission basis. Modern office, centrally located. 


EDWARDS SALES FACTORS 
45 West 34th Street New York City 














MANUFACTURERS’ Agent with Boston office selling hardware job- 
bers and large retail, can handle additional line of real merit from strong 
and reliable house. Can furnish bank and commercial references as_ to 
financial responsibility. Might consider concentrating one good line. Ad- 
dress Box J-126, care of HarpwareE AGE, New York City. 


SALESMAN with 15 years’ experience desires connection with organi- 
zation, wholesale or retail, general and builders’ hardware. Mill supply 
to represent in metropolitan district—thoroughly acquainted with hardware 
and department store trade. Use own car. Reference furnished. Address 
Box J-108, care of Harpware Acre, New York City. 


MANUFACTURER’S REPRESENTATIVE covering metropolitan dis- 
trict, New York, New Jersey State, wishes exclusive sales connection with 
manufacturer of hardware plumbing supplies, etc., also stoves and ranges. 
Very highest references. Address Box J-104, care of HARDWARE AGE, New 
York City. 


WANT to represent manufacturer of tools and hardware specialties in 
the Cinncinnati, Ohio district. I have called on the retail hardware and 
department store trade in this vicinity for the past 15 years. Reference 
if interested. Address Box J-110, care of HarpwAre AGE, New York City. 


MANUFACTURERS’ REPRESENTATIVE, calling on jobbing trade 
exclusively, taking in all jobbing centers from Denver west, desires a few 
high grade connections with hardware manufacturers. Address J-87, care 
of Harpware AcE, New York City. 

















SALESMAN with ten years experience selling to hardware jobbers, 
dealers, department stores, desires to represent manufacturer in Western 
Pennsylvania district. Best of references. Address Box J-97, care of 
Harpware AcE, New York City. 





SALESMEN WANTED-—Side line to sell high grade line of toy vehicles 


and specialties to department stores. Liberal commissions. Several states 





SALESMAN calling on principal jobbers and retailers in New York 
State, Ohio and Pennsylvania would like one more good line on commission 






















































still open. P. O. Box 511, Sheboygan, Wisc. | basis. Address Box J-114, care of Harpware AGE, New York City. 

ti ae FO omoooono ace INN OOO OOOO NOON Noon ono oooooAcsoe Inooaoooe ICICI rel 
it ie 
8 ik 
fj Eb 
G | bE 
E TELL YOUR NEEDS TO THE WHOLE & 
fF | Th 
WORLD OF HARDWARE : 
Er Secure a Position, Locate a Salesman or Representative, Hire |G 
" an Employee, Choose a Partner, Sell a Business, Rent a Store, Hi: 
i or Profit to the Fullest by your share of Business Opportunities iB 
Al 

| Make your wants known in the oy 
ru | rd 
fe CLASSIFIED ADVERTISING SECTION cr 
4 of | a) 
HI | | 
if HARDWARE AGE I 
| | a 
a ia; 
Al |r 
rd | — — — — ——_—__—_—_——_ ——— J} 
Foot IG Gaba Ah AG AG AG AGG IG IG AG IGA AG AG AG AGAGAGAG AG AG AGaS AS AGP SaGaoeGeGeSeSeS, 9169695969696 9695969636353 IG AG Io AG AG AGI AG AG AG AS aSAGaS AGA 25 25052525252525 - J 




















HARDWARE AGE for JANUARY 29, 1931 

















The Quickest and Easiest Way to 
Handle, Measure, Cut, and Tie Wire 
Screen Cloth. 


Our Marvel Rack occupies very little floor space. 

It is made in various sizes, from one roll to twenty-four roll 
capacity, and carries from 18” to 48” rolls. The size is shown 
opposite each roll. No time lost hunting sizes. The rolls are 


handled only once, and that is when loading the rack. No back 
breaking work each time a sale is made. This attractive display 
will show an increase in sales right from the start. Cost is less 


than most dealers think. Send for Catalog and prices, now. 


Marvel Rack Manufacturing Company, Ine. 
2115 Blaisdell Ave., Minneapolis, Minn. 
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Nose for 
Profits 


The Wolves of Lenox, at- 
tractively packaged in plaid, 
are one certain means of 
steadily increasing hack saw 
business from your customers 
ard prospects. 












Put them to work for you. Watch 
them bring you greater and greater 
profits. 








sth wy 





Write for details of strong sales plan 
backing these famous hack saw blades. 











AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 
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The Tools In the Plaid Bor 
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Positions Wanted Advertisements Accepted Free 


HARDWARE AGE, in order to help the unemployed in the hardware industry, 
will accept and publish Positions Wanted Advertisements free of charge. _ 


Only bona fide advertisements from hardware men and women actually 
without positions, and desiring employment with a hardware store or wholesale 
house, or with a hardware manufacturer, will be accepted. 


The accepted advertisements will appear-in two consecutive weekly issues 
and a box number address may be used if desired. All replies to box numbered 


advertisements will be promptly forwarded postpaid by us. 


Help us to help any of your hardware friends who may be out of employ- 
ment, by telling them of this opportunity. 


Address your letters to the Classified Department of: 


HARDWARE AGE 
239 West 39th Street 





4 








New York City 
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EDLUND 


CAN OPENER 


The Edlund Junior 

shown here is a house- 

hold size. A guaranteed, 

quality article — outstanding 

among can openers. Complete line 
includes other types and sizes. 





EGG BEATER 


Another guaranteed 
Edlund product. Un- 
usually strong and at- 
tractive. Beats quickly— 
smocth running. A qual- 
ity item at a popular 
price. 


From Your Jobber or Direct 


EDLUND COMPANY 


Burlington, Vermont 


BOTTLE CAPS 


The kind your 
customers prefer 


OWN CORK & SEAL Bot- 
tle Caps outsell all other 
brands on the market. That 
means more people prefer them 
—they are easier to sell—sales 
cost less to make. They are made 
by the oldest and largest bottle 
cap manufacturers in the world. 
You will find it good business to 
handle these two reliable brands. 
Write for our latest booklet 
“Get the Facts.” 


A trade-mark cap of deluxe qual- The world’s biggest seller in a 


ity. The special cork disc is wax handsome new package, sea 


treated by an exclusive process 
that keeps it soft and pliable. The 
cap for those that want the best. 


at both ends. A thoroughly de- 
pendable cap for all ordinary pur- 
poses. Selected cork— uniform 
quality—accurate count. 











Reseals Milk 
Bottles 


Doesn't Spill 
It “Spears the Cap” on the bottle 
and a quarter turn removes the 
cap without splashing or spilling 
a drop of cream or milk. 
Also acts as a sanitary cover until 
milk is consumed. 


Spear-Cap Is Sanitary y 





NEW Way 

After gues the bottle the 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the a 2 edge of the cap 
shell, othing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. 

Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never corrodes. 

Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c, $14.40 
per gross. Costs dealer $9.00 
per gross. If your jobber 
cannot supply you: ite us 
for SAMP and prices. 


R. E. MILLER, Inc. 


85 Pearl Street, New York City 

















CROWN CORK & SEAL CO., BALTIMORE, MD. 
World’s Largest Makers of Bottle Caps 


Consumers rec- 
ognize the “net- 
ting with the 
rooster label’’ as 
the highest qual- 
ity product, 
costing no more 
than the ordi- 


nary kind. 
At Your Jobber 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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HLUBBARD 


$OcKET SHANK 
SHOVELS & SPADES 


LOOK FOR THE CLASS MARK ~ CLASS A> CLASS B+ CLASS C 

















BALANCED FOR LIFE! 


Balance a Hubbard Socket Shank Shovel on a fence rail—or anything else 

that’s handy. Then go out and chop down a tree with it—or pry up a rock. 

Now balance the shovel again. You’ll find that it has the same balancing 

point that it had before you “abused” it. sk Every Socket Shank is bal- 

anced perfectly while it is being built and it holds that balance for life. 

HEAT TREATED BALANCED And, as you already know, Socket Shank is the strongest shovel in the 

End to End AndStaysthatWay world —without exception. § Blade and socket are one piece of special 

& |7 analysis steel, electrically heat treated from end to end. There is no weld 

A to break out—no straps to work loose—no handle breakage. sf The Socket 

. € . Shank line is manufactured exclusively by Hubbard. For the convenience 

x - and protection of trade and user every Socket Shank shovel is plainly 

branded with its class and priced accordingly. § Socket Shanks are out- 

selling all other shovels wherever they have been introduced. Don’t buy 

any more shovels until you get the details on the Socket Shank dealer 
proposition. Write us—or ask your jobber. 


FLIWATE STRENGTH 
No Excess Weight Beyond All Others 


HUBBARD & COMPANY, MONTPELIER, INDIANA 
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* %* * the manufacture and sale of Pittsburgh Fence is 
controlled by ONE Company and ONE Policy * * * A 
product of the highest quality, made to be sold through regular 
channels of trade at a fair profit for everybody. * x* x 


For 30 years the Pittsburgh Steel Company has been making 


steel wire products. For 30 years it has devoted every effort aac casas 
to the making of a better product at a lower cost. From vir- ; 
gin ore to finished product Pittsburgh Fence is the result of. Mill 
this one company’s resources and skill. It is made with the 
skill and materials that result in a product positively unex- 


celled in quality and durability. All Pittsburgh Fences are 
doubly insured against rust; first, because they are made of Jobber’s Warehouse | 


rust-resisting copper-bearing steel, and second, because they 
are protected with the heaviest coating of pure zinc that can 
be successfully bonded to wire. Moreover, at no time in the 
history of the company has it permitted its product to get into 
the hands of the price pirates of irregular competition. The 





New York 











nidinte Pittsburgh Steel Company is the only fence manufacturer 
Chicago that has pledged its loyalty to the regular channels of trade. 
Syracuse 

Memphis a ies tet Ie ee 

Pa (Pittsburgh Steel Co) 


San Francisco 


Union Trust Bldg. 
Pittsburgh, Pa. 






































For the Regular 
Trade only 


Pittsburgh Fence 


COPPER-BEARING STEEL 
SUPER-ZINCED 






























































